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ABSTRACT 
Introduction 
Consumer behaviour will be crueial in the next decade for both managers and 
consumer researchers, as marketers enter new international markets, an understanding 
of how culture influences consumer behaviour will be crucial (Luna & Gupta, 
2001).The consumption behaviour of an individual varies as he makes different 
choices among the substitutes for the same products from time to time (Pessemier & 
Handelsman, 1984). It is very important for a firm operating in a global economy to 
understand the consumer behaviour in different societies, in order to market their 
products and services effectively (Dash & Sarangi, 2008). Different consumers 
consider different parameters at the time of purchasing products, for some consumers 
quality is more important and while brand name or price may be important for others 
(Dash & Sarangi, 2008). 
Culture has also been reported to affect the drives that motivate people to take 
action (Delener & Neelankavil, 1990; O'Guinn & Meyer, 1984). Cultures can have 
strong influence of consumer's values and actions (Trompenaars, 1994; Chow, et al., 
2000). llierefore it is very important for marketers to understand the difference in 
cultures in order to operate successfully in a market.Therefore it is very important for 
marketers to understand the difference in cultures in order to operate successfully in a 
market. The behaviour of an individual is shaped by his subculture and the difference 
in the subculture has a significant effect on the consumption pattern of an individuals. 
It is important to consider the cultural variation within a country when examining 
business outcomes (Lenartowics & Roth, 2001). 
The behaviour of an individual is shaped by his subculture and the difference 
in the subculture has a significant effect on the consumption pattern of an individuals. 
It is important to consider the cultural variation within a country when examining 
business outcomes (Lenartowics & Roth, 2001). The international business literature 
also recognizes the existence and the potential importance of subcultures 
(I enartowics & Roth, 2001). Thus, while subcultures has been observed empirically, 
and are recognized as being important to understanding cultural influences 
(Lenartowics & Roth, 2001). 
The State of Jammu and Kashmir can be represented by four regional sub 
cultural groups viz. Jammu, Kashmir, Ladakh and Gujjars and three religious 
subcultural groups viz. Muslims, Hindus and Others (Sikhs, Christians and 
Buddhists). There is a huge intracultural variation between four regional and three 
religious sub cultural groups of the State of Jammu and Kashmir. All the people of the 
state professing diverse religion and each region has its own environment, festivals. 
rituals, customs, beliefs, dressing, language, food, demography, ethics and social 
system and thus the consumption pattern in the all regions is very different. The 
diflerences has been created by the nature itself, as a high temperature in Jammu, 
pleasant in Kashmir and chilly winter, and extremely cool Ladakh with low oxygen 
coiMent in air thus affecting the life styles of the people of the all regions. 
Literature Review 
The influence of culture on consumer behaviour has been studied by many researchers 
at individual and national level (Yakup, et al., 2011; Ackerman & Tellis, 2001 
Thompson & Tambyah, 1998; Shaw & Ian, 1998; Schouten & McAlexander, 1995 
Singelis & Brown, 1995; Triandis, 1995, 1994, Schwartz, 1994; Jacobs et al., 1991 
Belk. Wallendorf & Sherry, 1989; Wallendorf & Arnould, 1988; Belk, 1988; Belk, 
Wallendorf, Sherry, Holbrook & Roberts, 1988; Gilly, 1988; Levy, 1959). Several 
other studies have also been carried out in international marketing with respect to the 
behavioural differences in consumers across nations (Brass 1991; McCarty and 
Hattwick 1991; Hafstrom et al., 1992; Lynn et al., 1993; Nakata and Sivakumar 1996: 
Chu, Spires et al. 1999; Steenkamp et al., 1999). 
Culture has been considered to have strong influence on consumer behaviour 
(C lexeland & Laroche, 2007; Lam, 2007; Askegaard, Arnould & Kjeldgaard, 2005; 
Thompson & Tambyah, 1998; Shaw & Ian, 1998; Schouten & McAlexander, 1995; 
McC'racken, 1986). Culture has also been reported to affect the drives that motivate 
people to take action (Delener and Neelankavil, 1990; O'Guinn and Meyer, 1984). 
Callure also affects the search behaviour of an individual (Hirschman, 1981). Cultures 
can have strong influence of consumers' values and actions (Trompenaars, 1994; 
Chow et al., 2000). 
There has been a huge research on the influence of subculture on consumer 
behavior (Zhou et al., 2010; Dash and Minaketan, 2008; Walters et al., 2007; Thelen 
et al., 2006) Some of the other examples are the effect of ethnicity on consumption 
(Hirschman, 1981, 1983; Pitts et al., 1986). Wallendorf and Reilly (1983) on the 
impact of assimilation on food consumption; (O'Guinn & Meyer, 1984) on media 
usage (Saegert et al., 1985) on brand loyalty (Deshpande et al., 1986) on the impact of 
perceived ethnic affiliation and (Faber et al., 1987) on acculturation and the 
importance of product attributes (Saegert et al. 1985) and country of origin 
(Wallendorf & Reilly, 1983) in cross-sectional studies. O'Guinn and Faber (1985) and 
(Faber et al., 1987) hint at such an influence within the consumption context by 
measuring the effect of acculturation roles on consumption. Schouten & McAlexander 
(1995) argued that subcultures are formulated and retained by shared consumption 
practices. These results were constant with (McCracken, 1988) argument that the 
cultural codes of consumption objects are transferred through consumption. 
Subculturally created styles may be shared by a larger group of individuals and may 
spread to the core subculture (Fox, 1987) and may be cheaply accepted by all (Blair 
and Hatala 1991; Fox 1987; Gottdiener, 1985; McCracken 1986; Schwendinger and 
Scnwendinger 1985). The differences in the cognitive structures of the two 
subcultures are the difference in the consumption of the two subcultures (Hirschman, 
2001). 
Religious affiliation influences various aspects of behaviour (Mokhlis, 2010; 
2009; Vassilikopoulou et al., 2006; Schiffman, and Kanuk, 1991; LaBarbera, 1987; 
Schiffman and Kanuk 1983; Hirschman 1982; Hawkins et al., 1980). Religiosity is 
beliexed to be the responsible for the differences in the consumption habits of 
consumers in different parts of the globe (Moschis & Ong, 2011; Mokhlis, 2010; 
Vassilikopoulou et al., 2006; Kim et al. 2004). Religion has an influence on the values 
of an individual (Mokhlis, 2010; Terpstra & David, 1991). Religion serves as a 
greater transmitter of values (Engel and Blackwell, 1982; Hirschman, 1982). Religion 
of an individual also has an influence on the buying decision (Kim et al., 2004). 
Religiosity influences the perceptions of an individual (Freiheit et al., 2006; Swinyard 
et al., 2001; Terpstra & David, 1991; Hirschman, 1983). An Individuals beliefs and 
actions are influenced by the religiosity (Delener, 1994; Mokhlis, 2009, 
Vassilikopoulou et al., 2006). Although the world is continuously changing and 
progressively becoming more globalized, but religion is still on the top and is a key 
factor in influencing social and consumer behaviour (Kim et al., 2004). 
Research Gap 
There are numerous studies concerning behavioural differences in consumers across 
nations when we come across the international marketing literature (e.g. Brass 1991; 
McCarty and Hattwick 1991; Hafstrom, et al. 1992; Lynn, et al. 1993; Lysonski et al. 
1995; Nakata and Sivakumar 1996; Aaker and Williams, 1998; Chu et al., 1999; 
Steenkamp, et al., 1999; Chow et al., 2000; Ng, 2005). Thus significant contributions 
have been made by the above researchers in understanding the consumer behaviour 
differences between the nations. However, after extensive literature survey it can be 
concluded that there is a limited research on the differences shown by the consumers 
al subcultural level. Therefore, there is a gap in the research at intra-national level and 
within national boundaries, or within the countries itself and the same has been 
acknowledged by many authors like (Heslop, Papadopoulos et al. 1998; Ogden et al., 
2004; Walters et al., 2007, Zhou et al. 2010). 
Furthermore there has been no study comparing the sub cultural groups within 
the Jammu and Kashmir State itself as for as literature review is concerned. The 
consumer style inventory (CSl) developed by the (Sproles and Kendall, 1986) has 
lecn used in India by only few authors like (Canabal, 2001; Dash and Minaketan, 
2008; Patel, 2008). Present time calls to have some studies on cultural groups within 
countries (Gerald & Peterson, 1984). Inspite of the increased importance of cultural-
related research in marketing, ethnic subcultures has been ignored by most of the 
researchers (O'Guinn and Faber 1985; O'Guinn et al., 1986; Kara and Kara 1996). 
Marketers are hindered and feel handicapped at the time of formulating 
marketing strategies and making decisions related to ethnic, or subcultural, marketing 
due to lack of research on subcultural differences. Therefore, it is essential to 
understand the sub cultural differences that exist within a nation for the success of the 
marketers (Ogden et al., 2004). In order to meet the growing needs of the market, it is 
iir.portant for marketers to develop knowledge of consumer characteristics and group 
le\cl preferences of the consumers as subcultures, also termed to as microcultures 
(Ogden, et al., 2004). Present market calls for using different marketing tactics and 
strategies for different consumer needs and responses (Ogden et al., 2004). Marketers 
can come with more effective marketing strategies if they are having the awareness of 
how various consumer groups within the same nation view relationships among 
marketing constructs (Thelen et al., 2006). It is important to study the culture because 
of its widely spreading influence on consumer behaviour (Craig & Douglas, 2006). 
Though some studies have been carried out in South and West Indian states, studies 
on sub cultural inlluence on consumer behaviour do not seem to have been carried out 
in North India. Thus the current study will be highly useful to address to the gap in the 
research on subcultures in the Indian context. Moreso, as the researcher has not been 
also to come across any study on subcultural influence on consumer behaviour in the 
state of Jammu and Kashmir. The researcher thus found it useful to bridge the gap in 
the literature relating to the influence of subculture on consumer behaviour and its 
implication for marketers. 
Research Methodology 
Objectives of the Study 
The study broadly attempts to investigate the similarities and differences in the 
consumer behaviour based on region and religion in the Jammu and Kashmir for the 
Selected FMCG products. Various objectives of the study are as under: 
• To study the inlluence of the subculture on the brand consciousness, brand 
loyalty, impulsiveness in purchasing and confusion faced by the respondents due 
over choice of brands. 
• To study the influence of the subculture on the quality consciousness, health 
consciousness and origin of the product. 
• To study the inlluence of subculture on packaging consciousness, quantity of 
purchase and promotion consciousness. 
• To study the inlluence of subculture on the Price consciousness, choice of retailer 
and choice of mode of payment. 
Development of Hypotheses 
The hypotheses have been formulated on the basis of the literature review and the 
objectives of the study. The hypotheses for thirteen consumer behaviour parameter 
ha\ c been formulated on the region and religion basis for each product. 
H(ii. Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Personal Care Products 
There is no significant difference in the (Tlou^ j brand consciousness; flrloiby brand 
loyalty: (WmJ impulsiveness; fHoidJ confusion faced across the four subcultural 
groups based on the region for the personal care products. 
There is no significant difference in the (W(}\c) brand consciousness; (\\Q\{) brand 
loyalty; fH{)\o) impulsiveness; (Hoiiv' confusion faced across three subcultural groups 
based on religion for the personal care products. 
H(i2. Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis Personal Care Products 
Tiiere is no significant difference in the (HoiJ quality consciousness; (\\QVO) health 
consciousness; fHo2cy origin of product across the four subcultural groups based on 
the region for the personal care products. 
There is no significant difference in the (Woi^) quality consciousness; (Wi^ic) health 
consciousness; (\\()20 origin of product across the four subcultural groups based on 
the religion for the personal care products. 
Hov Packaging Consciousness, Quantity of Purchase and Promotion 
C onsciousness on Region and Religion Basis Personal Care Products 
There is no significant difference in the (WoyJ packaging consciousness; /Hosb/* 
quantity of purchase; (WQ^,^) promotion consciousness across the four subcultural 
groups based on the region for the personal care products. 
There is no significant difference in the (WQ^^) packaging consciousness; (Win^) 
quantity of purchase; (Hosty promotion consciousness across the three subcultural 
groups based on the religion for the personal care products. 
H()4-Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis Personal Care Products 
There is no significant difference in the (W^)J.'J price consciousness; (14046^  choice of 
retailer; (H^c) choice of mode of payment across the four subcultural groups based 
on the region for the personal care products. 
There is no significant difference in the (UM^) price consciousness: (Hu4ey' choice of 
rehiiler: (HMO choice of mode of payment across the three sitbcultural groups based 
on the religion for the personal care products. 
H(i5- Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Dairy Products 
Tlicre is no significant difference in the (Ho3a^  brand consciousness: (Hosb^  brand 
loyalty: (HinJ impulsiveness: (}'\[)i,\) confusion faced across the four subcultural 
groups based on the region for the dairy products. 
There Is no significant difference In the (Wo^^) brand consciousness: (HiMj brand 
loyalty: (HoytJ Impulsiveness: fUcsiJ confusion faced across three subcultural groups 
based on the religion for the dairy products. 
H(i(,_ Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Dairy Products 
Tiiere Is no significant difference In the (HocaJ quality consciousness: (Hmd health 
consciousness: (WQ(,J origin of product across the four subcultural groups based on 
the region for the dairy products. 
There Is no significant difference In the (W{m) quality consciousness: (HoaJ health 
consciousness: (VlobO origin of product across the four subcultural groups based on 
the religion for the dairy products. 
H(i7. Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Dairy Products 
There Is no significant difference In the (HQ-JJ packaging consciousness: (^oibJ 
quantify of purchase: /HovJ promotion consciousness across the four subcultural 
groups based on the region for the dairy products. 
There Is no significant difference In the (H^i^ packaging consciousness: (HmJ 
qiuuitlty of purchase: (W[)T{) promotion consciousness across the three subcultural 
groups based on the religion for the dairy products. 
H()s.Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for Dairy Products 
There is no significant difference in the (HoW Pf'^ce consciousness: (Ho8bJ choice of 
retailer: (Ho^ cj choice of mode of payment across the four subcultural groups based 
on the region for the dairy products. 
There is no significant difference In the (Uoid) price consciousness: (Ho^c) choice of 
retailer: (Hm) choice of mode of payment across the three subcultural groups based 
•)n the religion for the dairy products. 
HoM- Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Beverages 
There is no significant dijference in the (1409;!^  brand consciousness: (Wmh) brand 
loyahy; (Wm^) impulsiveness; (W(m) confusion faced across the four subcultural 
i^roiips based on the region for the beverages. 
There is no significant difference in the fHo9j brand consciousness; (Ho9i:^  brand 
loyalty; (H^.^ impulsiveness; (Hm^ confusion faced across three subcultural groups 
based on the religion for the beverages. 
HID- Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Beverages 
There is no significant difference in the (H\Q^ quality consciousness; (Hioby health 
consciousness; /Hioc/* origin of product across the four subcultural groups based on 
the region for the beverages. 
There is no significant difference in the fHiodyl quality consciousness; (Hiot-y health 
consciousness; fHioi)' origin of product across the four subcultural groups based on 
the religion for the beverages. 
Hii- Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Beverages 
There is no significant dijference in the (Ww^J packaging consciousness; (W\\h) 
quantity of purchase; fUnJ promotion consciousness across the four subcultural 
groups based on the region for the beverages. 
There is no significant difference in the (Hwi) packaging consciousness; (HwJ 
quantity of purchase; (V\\\ij promotion consciousness across the three subcultural 
groups based on the religion for the beverages. 
H|2-Piice Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for Beverages 
There is no significant difference in the fHi2a^  price consciousness; (H[2bJ choice of 
retailer; ^^I2J choice of mode of payment across the four subcultural groups based 
on the region for the beverages. 
There is no significant difference in the (Wnd) price consciousness; (Hnt) choice of 
retailer; (W\2\j choice of mode of payment across the three subcultural groups based 
(in the religion for the beverages. 
Hi3- Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Re<^ ion and Religion Basis for Detergents 
There is no significant difference in the (HnJ brand consciousness; (H\^^) brand 
loyjlfy: (W\},c) impulsiveness; (H\i^ confusion faced across the four subcultural 
groups based on the region for the detergents. 
There is no significant difference in the (1-Ii3ej brand consciousness; (W\^'i) brand 
h)}Lihy; /Hi3gy impulsiveness; (V{\:,\x) confusion faced across three subcultural groups 
based on the religion for the detergents. 
Hi4. Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Detergents 
Tlicre is no significant difference in the (\1\A'J) quality consciousness; (Hub^ health 
consciousness; / H M J origin of product across the four subcultural groups based on 
the region for the detergents. 
There is no significant difference in the (V{\4A) quality consciousness; (^ 146^  health 
consciousness; (H\M) origin of product across the four subcultural groups based on 
the religion for the detergents. 
HIS. Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Detergents 
Tnere is no significant difference in the (Wis,) packaging consciousness; (}\\yb) 
quantity of purchase; (H15J promotion consciousness across the four subcultural 
groups based on the region for the detergents. 
There is no significant difference in the (W\i,\) packaging consciousness; (\\\sc) 
quantity of purchase; /H151)) promotion consciousness across the three subcultural 
groups based on the religion for the detergents. 
Hid.Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for Detergents 
Thei-e is no significant difference in the (Wibi-) price consciousness; (\\\bh) choice of 
retailer; (W\^,^) choice of mode of payment across the four subcultural groups based 
on the region for the detergents. 
There is no significant difference in the (W\(,,\) price consciousness; (W\t^) choice of 
retailer; (\\\i,^) choice of mode of payment across the three subcultural groups based 
on the religion for the detergents. 
Pilot Study 
In order to develop a more appropriate instrument to test the variables used in this 
study, it was necessary to conduct a pilot study. The pilot study verified that 
researchers could correctly manage the test and treatments for this study, using 
appropriate subjects (Thomas & Nelson, 1996). 
Data Collection 
The questionnaire in most of the cases was administered personally by the researcher 
to '.he respondents. The questionnaire contained 53 Likert-scaled items scored from 1 
(strongly disagree) to 5 (strongly agree). Respondents were asked to indicate their 
agreement and disagreement for each statement corresponding to four product 
categories. The data was collected between April 2011 and December 2011. In the 
.lammu region, English version, as well as Hindi version of the Questionnaire was 
mostly used. This is because all the respondents were not comfortable with the 
English language, especially the house wives. In the Kashmir region, Urdu, as well 
the English version of the questionnaire was used mostly. This is because Urdu is 
commonly spoken language in Kashmir and the respondents could understand English 
language as well. In the Ladakh region, Urdu and English versions of the 
questionnaires were used. Respondents were given a choice to choose the language 
w:lh which they felt more comfortable. Gujjars in most of the cases were personally 
interviewed. The translation of the questionnaire in many languages proved to be very 
sensible. As the respondents found it interesting to have a questionnaire of the 
language they were more comfortable with. 
Population, Sampling Method and Procedures 
The target population for the present study was the general public of Jammu, 
Kashmir, Ladakh and the Gujjars on region basis and Muslims, Hindus and Others 
(Sikhs, Christians and Buddhists) on religion basis. The use of general public in the 
research is highly recommended by the authors. The survey was conducted in both 
urban and rural areas. This is because most of the FMCG are consumed and shopped 
in rural as well the urban areas. Respondents from middleclass income group were 
considered for this study. Four independent samples were taken from four regions and 
three samples from three religions. The data for this study was collected from 
colleges, universities, banks, health centers. The secretariat has been one of the 
important sources for the data collection where respondents from all over the Jammu 
Kashmir state are working. The stratified and snowball sampling procedure was used 
to select the participants for the study. The state was first divided into three regions. 
Then regions were divided into districts and each district was subdivided into Tehsils 
and the Tehsils were further subdivided into villages. Researcher also used snowball 
sampling in some cases, after the respondents were interviewed, they were asked to 
refer other respondents who belong to the target population of interest. Respondents' 
relative homogeneity on characteristics such as age, race, and education were deemed 
important to the conduct of the present study. Elements of the study sample were both 
male and female between the ages of 18 and 50 years with varying professions, and 
educational back grounds. 
Sample Size 
A sample of 210 from Kashmir, 190 from Jammu, 65 from Ladakh and 55 from 
Gujjars were included in the current study. The total sample size of this study was 
52(1. Out of the five hundred and twenty, only 483 questionnaires were completely 
filled up and were fit for analysis. This is approximately 92.88% response rate. Such a 
response rate was considered sufficient for statistical reliability and generalisability 
(Tabachnick&Fidell, 2001). 
Statistical Techniques 
Cronbach's alpha was used to check reliability of the instrument. The Cronbach's 
alpha coefficients for personal care products were between .62 and .87. While as 
Cronbach's alpha coefficients for dairy products were between .63 and .89. 
Cronbach's alpha coefficients for beverages were between .69 and .86. Cronbach's 
alpha coefficients for detergents were between .63 and .78. A scale with a 
Crt)nbach's Alpha greater than 0.6 is usually a reliable scale (Sanders, Lewis & 
Thornhill, 2009). The current study has achieved higher reliability levels than most 
studies that utilized the CSl in the past e.g. Sproles and Kendall (1986). Exploratory 
Factor analysis with varimax rotation was carried out to retain most useful items in 
the scale. One way ANOVA was used to check the hypotheses. 
Summary of Results of Hypotheses 
Hypothesis and Sunimary of Results for Personal Care Products 
No. 
/ / • • , . 
1 
ilnj: 1 
"'• 
' lu.;„ 
iuj. 
Hypotheses 
T/iere is no significant difference in the brand consciousness 
across the four sulKultural groups based on the region for tlie 
personal care products. 
There is no significant difference in the brand consciousness 
ac -OSS the three suhcultural groups based on the religion for the 
personal care products 
There is no significant difference in the brand loyalty across the 
four suhcultural groups based on the region for the personal care 
products 
There is no significant difference in the brand loyalty across the 
three suhcultural groups based on the religion for the personal 
care products 
There is no significant difference in the quality consciousness 
across the four suhcultural groups based on the region for the 
personal care products 
There is no significant difference in the quality consciousness 
across the three suhcultural groups based on the religion for the 
F-Vaiue 
47.60 
31.74 
3.167 
1.43 
80.49 
19.32 
Sig. 
.00 
.00 
.00 
.23 
.00 
.00 
Not 
Supported 
Not 
Supporlcd 
Not 
Supported 
Supported 
Not 
Supported 
Not 
Supported 
10 
l l „ , „ 
personal care products 
i There is no significant difference in the price consciousness across 
the four subculturul groups based on the region for the personal 
1 care products. 
11(14,' 1 Tliere is no significant difference in the price consciousness across 
the three subcultural groups bused on the religion for the personal 
! care products 
lloA 
Hn2i 
11„:. 
II,.: 
1 There is no significant difference in the consciousness with respect 
• to origin of product across the four suhcultural groups based on 
the region for the personal care products 
There is no significant difference in the consciousness with respect 
to origin of product across the three suhcultural groups based on 
the religion for the personal care products 
There is no significant difference in the health consciousness 
across the four suhcultural groups based on the region for the 
personal care products 
There is no significant difference in the health consciousness 
: across the three suhcultural groups based on the religion for the 
1 personal care products 
Ilii; There is no significant difference in the packaging consciousness 
1 across the four suhcultural groups based on the region for the 
• personal care products 
II,. . 
! 11,,.. 
1 
11,.. 
H, ., 
nj,r 
i 
'• II .. 
II -. 
1 
1 1 :,. 
^c. 
l i . l , 
1'.,:J 
• U i 
1 There is no significant difference in the packaging consciousness 
across the three suhcultural groups based on the religion for the 
personal care products 
There is no significant difference in the choice of retailer across 
the four subculturul groups based on the region for the personul 
care products 
There is no significant difference in the choice of retailer across 
the three subculturul groups based on the religion for the personal 
care products 
There is no significant difference in the promotion consciousness 
across the four suhcultural groups based on the region for the 
personul cure products 
There is no significant difference in the promotion consciousness 
across the three subculturul groups bused on the religion for the 
personul care products 
There is no significant difference in the quantity of purchase 
across the four suhcultural groups bused on the region for the 
personal cure products 
There is no significant difference in the quantity of Purchase 
across the three suhcultural groups based on the religion for the 
personal cure products 
There is no significunt difference in the choice of mode ofpuyment 
across the four suhcultural groups based on the region for the 
personul cure products 
There is no significunt difference in the choice of mode ofpuyment 
across the three subculturul groups bused on the religion for the 
personul cure products 
There is no significunt difference in the impulsiveness across the 
four subculturul groups based on the region for the personul cure 
products 
There is no significant difference in the impulsiveness across the 
three subculturul groups bused on the religion for the personul 
care products 
There is no significant difference in the confusion faced across the 
four subculturul groups based on the region for the personal care 
products 
There is no significant difference in the confusion faced across the 
three suhcultural groups based on the religion for the personal 
cure products 
17.37 
2.95 
67.41 
21.13 
44.80 
27.17 
48.60 
10.96 
21.60 
2.61 
30.28 
7.46 
32,56 
1.37 
26.35 
21.62 
31.17 
6.78 
2.07 
.12 j 
.00 
.05 
.00 
.00 
.00 
.00 
.00 
.00 
.00 
.07 
.00 
.00 
.00 
.25 
.00 
.00 
.00 
.00 
.10 
.88 
Hypothesis and Summary of Results for Dairy Products 
No. Hypotheses 
(I,.., There is no significant difference in the brund consciousness 
across the four suhcultural groups based on the region for the 
dairy products 
F-Value Sif^ . 
37.34 .00 
1 
1 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 1 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Not 
Supported 
Supported 
Supported 
Not ' 
Supported : 
11 
H,„, 
Hn.l, 
There is no significant difference in the brand consciousness 
across the three subculturul groups bused on the religion for the 
dairy products 
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Marketing Implications 
Th!s study explores, the similarities and differences in the decision making styles and 
the pattern of consumption between the four regions based subcultures viz. Jammu, 
Kashmir, Ladakh and Gujjars and three religion based subcultures viz. Muslims, 
Hindus and others (Sikhs, Christians and Buddhists) of the state Jammu and Kashmir, 
India. A number of implications arise from these findings. The marketers should be 
aware of the differences and similarities in consumer culture and decision making 
st\ les. Thus, the study would be highly significant for the marketers as it will serve as 
guide line for them in formulating the strategies and will help them to attain higher 
targets and gain market shares by producing more satisfying customers. 
The biggest myth with the state of Jammu Kashmir is that it considered as a 
single market by most of the marketers. The present study shows that the consumption 
pattern among the various sub cultural groups varies significantly. Marketers need to 
understand that, they should not use common marketing practices for all the 
subcultures. Each sub cultural group should be treated as a different market and 
strategies suitable for that particular market segment should be adopted in order to 
increase the effectiveness of the marketing programs. 
Recommendations Based On Regions and Religions for Four Product Categories 
The researcher has been also able to make certain recommendations relating to the 
marketing strategies for each of the parameter taken up under the study. 
• Brand Consciousness: On region basis, efforts need to be taken to increase the 
brand consciousness among Gujjars and consumers of Ladakh region by using 
suitable promotional measures like advertising. Gujjars can be approached using 
advertising through radio and television programs that are particularly popular 
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among them. Advertising in Ladakii region can be done through print media Hke 
news papers, and electronic media like television and radios for ail the product 
categories. 
Similarly, on religion basis, the brand consciousness of Muslims and 
others can be increased by using various advertising programs using electronic 
and print media. 
Brand Loyalty: The brand loyalty on region basis, in Gujjars and Ladakh region 
and on religion basis, in others and Muslims for all products can be increased by 
educating them with the knowledge about the brands through advertising and 
retailers. The use of sales promotion techniques like price deal, loyal reward 
program, Cents-off deal and Price-pack deal can improve brand loyalty in them. 
Brand loyalty can be further increased among consumers of the regions of Jammu 
and Kashmir and on religion basis, in Hindus by providing brand loyalty benefits 
;n the form of coupons, rebates and loyal reward program for all products. 
Fhese techniques can be used by the marketers to retain the most valuable 
customers. The cost of acquiring new customers is six times that of retaining them 
and, the most of the revenue of a company comes from most valuable customers. 
Therefore, ensuring loyalty is commercially important. A company should create a 
sense of belonging with the customers. 
Quality Consciousness: Price seems to be more important to Gujjars and Ladakh 
on region basis for all the products. Therefore, they can be better satisfied by 
offering low price products and products with promotional schemes like coupons, 
freebies, prizes, Price-pack deal. 
Consumers of the regions of Jammu and Kashmir and on religion basis, Hindus, 
Muslims and others should be offered with the high quality products to maintain 
their trust and the faith in the product and the brand. 
Price Consciousness: On region basis Gujjars and Ladakh region and on religion 
basis, Muslims and others should be offered with the products with the low price. 
They should be offered with coupons, freebies, prizes and Price-pack deals. 
Consciousness witii respect to Origin of the Product: Consumers of the regions 
of Jammu and Kashmir and on religion basis Hindus for personal care products 
can be satisfied by offering both national as well as foreign made products. 
Ciujjars and the consumers of the Ladakh region and on religion basis, Muslims 
and others can be satisfied by offering locally and nationally manufactured 
personal care products. 
rhe consumers of Kashmir region should be offered with locally manufactured 
dairy products. This is a feeling among consumers of Kashmir that natural 
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products like milk and water are pure in Kashmir. These products should be 
manufactured locally and the packaging should exhibit an essence of Kashmir 
origin. For example, the mineral water brand "Tresh" has got a high demand in 
Kashmir as the name "Tresh" means "water" in Kashmiri language. The 
packaging and the labeling on the bottle shows a tourist resort of Kashmir which 
.s popular for pure natural water. So whenever the consumer looks at the picture it 
gives him feeling that he is buying pure water and this has created a good demand 
for the brand. The consumers of regions of Jammu and Ladakh can be offered 
local and national brands of dairy products. 
On religion basis, Muslims prefer locally manufactured dairy products. They can 
be offered with both local as well as national dairy brands. While Hindus should 
be offered with national and foreign brands and others should be offered with 
local and national brands. 
For beverages and detergents the consumers of regions of Jammu and Kashmir on 
religion basis, others can be satisfied by offering nationally manufactured 
beverages and detergents. On the other hand, Gujjars and the consumers of 
Ladakh region and on religion basis Muslims and others can be satisfied by 
offering both locally as well as nationally manufactured products. 
Health Consciousness; All the four products designed for consumers of regions 
of Jammu and Kashmir and on religion basis, Hindus should contain the clear 
labels, displaying information about ingredients, precautions, warnings and 
instructions for use and shelf life. This will help marketers to retain the existing 
customers and earn new customers, and is a chance for the marketers to create 
their image and earn the trust of the customers. 
Packaging Consciousness: The consumers of regions of Jammu and Kashmir 
and on religion basis, Hindus, should be offered all the four products with 
attractive packaging with good colors and designs. They consider the functional 
aspect of packaging more important like easy to handle, carry, use and dispose 
off, the post use of bottles and containers of the product. Packaging must be 
designed to promote the benefits of the product and promote the product brand. 
Brand name must be clearly visible, and the benefits of the product should be 
clearly mentioned on the labels. Packaging should attract attention of the 
customer when the product is on the shelf 
Choice of Retailer: For Personal care products in the regions of the Jammu, 
Kashmir and Ladakh, the retail stores should be well decorated. Retailers should 
organize the products in such a way so as it is easy for customers to pick and 
choose the products. Retailers should offer variety of products. 
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Kelail stores should also be well decorated in the regions of the Jammu and 
Ivashmir for the beverages, dairy products and detergents. 
()n religion basis, for Hindus the retail stores should be well decorated. Retailers 
should organize the products in such a way so as it is easy for customers to pick 
and choose the products. Retailers should offer variety of products. 
Promotion Consciousness: For all product categories, marketers should target 
the consumers of the regions of Jammu and Kashmir; and on religion basis, 
Hindus with advertising and publicity to develop their brand identity. This will 
make the customers brand conscious and will help the companies in developing 
long term relations with the customers. For consumers of Ladakh region and 
Gujjars and on religion basis, Muslims and Others marketers should offer the 
products with the promotional schemes like coupons, freebies, prizes, Price-pack 
deal, Cents-off deal etc. 
Quantity of Purchase: For all the four product categories marketers should offer 
products in large packs to the consumers of the regions of Jammu and Kashmir 
while for all the four product categories for the consumers of Ladakh region and 
Gujjars, marketers should offer products in small packs. 
Choice of Mode of Payment: For Personal care products. Dairy products and 
detergents the consumer of the Ladakh region, and the consumer of Kashmir 
region and Gujjars, should be offered with credit facilities to increase the sales 
and to build the store loyalty. Retailers should make a tradeoff between the credit 
and bad debt. Credit facilities should also be provided to Gujjars and the 
consumer of the Ladakh region for purchase of beverages. 
On religion basis, for all products Muslims and others should be offered with 
credit facilities to increase the sales and to build the store loyalty. Retailers should 
make a tradeoff between the credit and bad debt. 
Impulsiveness shown while purchasing the Products: For personal care 
products the consumers of the regions of Jammu and Kashmir; and on religion 
basis, Hindus sub cultural groups can be approached through emotional 
advertisements which would help in increasing the sales. 
While as. for the consumers of Ladakh region and Gujjars and on religion basis, 
for Muslims and others, price of the product is more important. Therefore, they 
should be provided with the price information about the different brands to make a 
comparison of the products. They should also be provided with the information 
about the coupons, freebies, prizes, price-pack deal, and cents-off deals. 
Confusion faced due to Over Choice: Confusion faced due to over choice of 
brands is not so high for all products on region as well as on religion basis. 
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However, companies should provide the customers with enough information about 
the products and brands and other utilitarian information like, price and quaHty to 
mal<:e a comparison of the products and brands through advertisements. They 
should also provide information on the packaging as well about the coupons, 
iVeebies, prizes, price-pack deal and cents-off deals offered, so as to avoid the 
confusion and to promote impulsive buying. 
Social Implications of the Study 
This study will serve as guide line to customers and would explain them the reason 
for purchasing the product and will list some important factors which they should 
consider before purchasing a product. They can diagnose their decision making style 
and analyze the short comings of their style. For example the study would educate the 
customers to be health conscious. The study may suggest them to check for the expiry 
and date of manufacture of the product before making a purchase. This was 
acknowledged by many respondents during the survey that, the questionnaire 
prcn ided them with a lot of information about the shopping and they would consider 
many factors before purchasing a product. It will help them to learn about brands 
which are offered by the companies. The study will educate the customers about the 
quality, as it was also acknowledged by many respondents during the survey that, they 
ne\'er had thought about the quality earlier and they would take into consideration the 
quality aspect in their future purchasing. 
The current study may also make the respondents price conscious and 
comparison shoppers. The study would also suggest them to think about the place of 
manufacture of the product and the associated benefits and the shortcomings of the 
product, it may help them to concentrate on the functional feature of packaging in 
addition to color and design of the product. The study may suggest them to consider 
the ingredients of the product before making a purchase. This study may help them in 
fixing the criteria for the selection of a retailer and the quantity of purchase. This 
stady may help them to know the extent of compromise they would require to make to 
a\ ail the products on the credit and give them a choice to limit their compromise. The 
study may make them familiar about their impulsiveness and will help them in 
becoming rational shopper. The study will also guide the customers to compare some 
functional features like price and quality of the products to avoid the confusion faced 
dcie to over choice and proliferation of brands. 
Limitations of the Study 
(ienerally the findings presented by all the research projects are characterized with 
some limitations that hamper the universal applicability of the results. The current 
study is also not free from limitations which can be summarized as under; 
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I he Current study has been carried out for Selected FMCG products only. Thus 
'he results of the current study cannot be generalized for all the products and the 
results may differ for other FMCG products as well as for products other than 
FMCGs. 
The current study has been carried out in the state of Jammu and Kashmir only. 
fhus the results of the current study cannot be generalized for other parts of the 
country and the world. 
Some respondents showed their disinterest to participate in the survey for 
unknown reasons. They pretended to be busy and plagued with work. This 
necessitated the researcher to reduce the sample size. 
Due to security reasons and the on ongoing strikes it was not possible to reach all 
the areas of the Kashmir region. 
It was very difficult to motivate the Gujjars to participate in the survey due their 
poor attitude and lack of knowledge about the research. Many of them were very 
nervous and wanted to give correct answers rather than true answers. Inspite of 
great efforts made by researcher to make them familiar with the research topic and 
its benefits, some of them were still confused about how much to reveal. 
The current study has not considered many socio-demographic variables like 
profession, education, income, age, urban-rural etc. 
Although the researcher has tried to include with a homogenous sample but still 
there is a difference in the education and income among the respondents of the 
four regions. So this may amount to some bias and there may be an influence of 
exogenous variable. 
The results of the present study correspond to only a selected group of 
respondents and a specific consumer behaviour issue; this strongly calls for 
additional work to examine a number of methodological and practical questions. 
Some respondents might have been biased as they may have ticked what they 
desire to purchase rather than what they actually used to buy. 
Although sincere attempts have been made to have representative sample for the 
regions under study, yet, owing to the absence of reliable sample frames, the 
sample may not be truly representative of the entire Jammu and Kashmir 
population and therefore generalizations have to be done very cautiously. 
The sample comprised of respondents from middle class back grounds only; the 
respondents from upper class and lower class stratum of the society have been 
largely neglected. 
There is lot of unexplored scope pertaining to the current topic, as there is lack of 
empirical research in this field. Such empirical studies could have provided the 
research with a strong foundation. 
rhe scale used in this study can be further improved and more meaningful and 
important factors and items may be added for better results. 
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Directions for Future Research 
Alk-r completion of every research study, new paths are created for the researcher to 
tread on. The present research covers only a drop of a big ocean and there is a big 
ocean yet to be fully discovered. 
• The present study has been carried out for the FMCG (Fast Moving Consumer 
Goods) only, future studies can be carried out on other products also. 
• The present study has been carried out in the Jammu and Kashmir State only; 
future studies can be carried out in the different regions of the country and 
world. 
• The present has been carried out to study the differences across religions and 
regions only, the future studies can be carried out on the basis of income, 
gender, age etc. 
• MANOVA test can be used to in the future studies to see the effect of religion, 
region and other factors together. 
• The thirteen factor model developed in this study can be tested in different 
culture in order to check the reliability and validity of the scale and to check 
the generality of the model. 
• The present study has used CSl (consumer style inventory) developed by 
Sproles and Kendall's (1986), future studies can use Hofstede's models to 
check the differences in results. 
• The present study measures the behaviour of a consumer at a single point of 
time and is thus, cross sectional in nature. As students of marketing we know 
that there is nothing static in the consumer behaviour and moods of customer 
keep changing with the passage of time due to the learning and experience etc. 
Thus, this change in the behaviour of the respondents is very important for the 
marketers and the present study calls for a longitudinal study or a dynamic 
model to study the changes in style of decision making and the consumption 
pattern of the respondents over a period of time. 
• One of the key findings of this study is the confirmation of six decision-
making styles of Sproles and Kendall's (1986) study and the identification of 
seven new factors which are reliable and valid for Jammu and Kashmir and 
can be further tested in different regions with the different respondents to 
generalize the results. 
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PREFACE 
India being the one of the fastest growing countries and has become favorite market 
for most of the marketers especially for consumer goods. However a little is known 
about the consumer decision making styles of Indian consumers. The present day 
Indian market is full of products range and verities as a customer is being offered a 
plenty of national and international brands thus with almost similar attributes and the 
marketing strategies like promotion and other marketing activities, thus making the 
decision making more complex for a customer as which to choose and how to 
choose. India's FMCG sector is the fourth largest sector in the economy and its 
principal constituents are Household Care, Personal Care and Food & Beverages. It is 
currently growing at double digit growth rate and is expected to maintain a high 
growth rate. FMCGs Industry is characterized by a huge completion. The availability 
of the products and services to the Indian consumers has increased due to the 
transformation of India to a market economy, thus the consumers are offered with a 
huge choice of products and creates confusion in the minds of the consumers as which 
one to choose there by making the decision making more complex and there is a need 
to guide line to the consumers so the customers can make decisions efficiently and 
marketers can attain more customer satisfaction. 
Culture being one of the most important factors affecting consumer behavior 
and has become one of the key determinants in the success of a business whether 
operating in local or global environment. To cope with the diversity of culture has 
emerged as a big challenge for the marketers. The culture of the state Jammu and 
Kashmir is unique in itself and different from rest of country India. The culture of the 
state Jammu and Kashmir has been influenced by Punjabis, Sindhis, Tibets, Chinese, 
Iranis, Turks, Afghanis, Romes, and Greeks. Thus the resultant culture is different 
from rest of the India. Further there is a huge intracultural variation between the 
people of the three regions viz. Jammu, Kashmir, Ladakh and Gujjars (who keep 
migrating from one region to another region) of the Jammu and Kashmir State. Thus 
.fammu and Kashmir can be represented by four Sub-cultural groups- Jammu, 
Kashmir, Ladakh and Gujjars. All professing diverse religion and each region has its 
own environment, festivals, rituals, customs, beliefs, dressing, language, food, 
demography, ethics and social system and thus the consumption pattern in the all 
iii 
regions is very different. The differences has been created by the nature itself, as a 
high temperature in Jammu, pleasant in Kashmir and chilly v/inter, and extremely 
cool Ladakh with low oxygen content in air thus affecting the life styles of the people 
of the all regions. Thus the present study is a sincere effort to find out the similarities 
and differences in the various parameters of consumer behviour among the four 
subcultural groups of Jammu and Kashmir State for specific Fast Moving Consumer 
Goods (FMCGs), namely Personal care Products, Dairy Products, Beverages and 
Detergents. The study will also serve as a guide line for the consumers of Jammu and 
Kashmir to tackle the complexity of purchase by displaying particular decision-
making styles. 
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CHAPTER 1 
INTRODUCTION 
Overview: This chapter is giv(js an overview of background of study. The chapter 
gives a brief idea about the subcultures in Jammu and Kashmir followed by the need 
of carrying this study. The obj(;ctives of this research, organization of the study and 
benefits of the study have also been presented. 
1.1 Background of the Study 
Culture has also been reported to affect the drives that motivate people to take action 
(Delener & Neelankavil, 1990; O'Guinn & Meyer, 1984). Cultures can have strong 
influence of consumer's values and actions (Trompenaars, 1994; Chow, et al., 2000). 
Therefore it is very important f(3r marketers to understand the difference in cultures in 
order to operate successfully in a market. The behaviour of an individual is shaped by 
his subculture and the difference in the subculture has a significant effect on the 
consumption pattern of an indi\'iduals. It is important to consider the cultural variation 
within a country when examining business outcomes (Lenartowics & Roth, 2001). 
The international business literature also recognizes the existence and the potential 
importance of subcultures (Lenartowics & Roth, 2001). Thus, while subcultures has 
been observed empirically, and are recognized as being important to understanding 
cultural influences (Lenartowics & Roth, 2001). Hofstede (1983) limits his work on 
differences between countries but acknowledges the existence of cultural differences 
between groups within nations. He cites various levels of subcultures based on region, 
social class, occupation, religion, age, and gender. Therefore it is important to 
understand the sub cultural differences that exist between the consumer groups at 
country as well as a state level. 
1.1.1 Consumer Behaviour 
Engel, et al, (1986) define consumer behaviour as those acts of individuals, directly 
involved in obtaining, using, and disposing of economic goods and services, including 
the decision processes that precede and determine these acts. It is argued that 
consumer behaviour itself emerged as a distinct field of study during the 1960s; 
(Pachauri, 2002). The consumer behaviour is said to be characterized by two broad 
paradigms, the positivist and the non-positivist (Pachauri, 2002). The positivist 
paradigm views the world as structured and based on reasons where in everything 
happens on a well defined reason and includes the motivational, economic, 
behavioural, and situational perspectives. On the other hand non-positivist paradigm, 
argue that positivism gives more importance to the reason, logic and considers the 
social culture as homogeneous and neglects the muhifaceted and complex social and 
cultural world in which a consumers lives. Non-positivist paradigm believes in the 
thought psychological or moral sense of consumers built on the basis of their unique 
and shared cultural experiences, thus the world is multifaceted. The emphasis is given 
to the symbolic and subjective experience (Pachauri, 2002). Consumer behaviour will 
be crucial in the next decade for both managers and consumer researchers, as 
marketers enter new international markets, an understanding of how culture 
influences consumer behaviour will be crucial (Luna & Gupta, 2001).The 
consumption behaviour of an individual varies as he makes different choices among 
the substitutes for the same products from time to time (Pessemier & Handelsman, 
1984). It is very important for a firm operating in a global economy to understand the 
consumer behaviour in different societies, in order to market their products and 
services effectively (Dash & Sarangi, 2008). Different consumers consider different 
parameters at the time of purchasing products, for some consumers quality is more 
important and while brand name or price may be important for others (Dash & 
Sarangi, 2008). Levitt (1983) suggests that multinational firms should benefit from 
the production of scale economies by targeting consumer with same characteristics 
throughout the globe. 
Behavioural differences have been considered to be playing main role in the 
market segmentation (Dibb, 1999). Segmentation has been defined a set of variables 
that are used to classify the potential customers into homogeneous groups (Wedel & 
Kamakura, 2000). Market segmentation helps marketers to satisfy diverse customer 
needs in a resource efficient manner (Dibb and Simkin, 1996). 
1.1.2 The Ultimate Consumer 
The term customer is typically referred to someone who regularly purchases from 
particular store or company. Thus if a customer purchases something from Vishal 
Megha Mart or purchases for example a Pentene Shampoo is a customer of these 
firms. While as the term consumer refers more generally to any one engaging in any 
of the activities used in the evaluating, acquiring, using or disposing of goods and 
services. Thus a customer is defined in terms of a specific firm while as consumer is 
not (Loudon & Bitta, 2002). Consumer is the study "of the processes involved when 
individuals or groups select, purchase, use, or dispose products, services, ideas, or 
experiences to safisfy needs and desires (Solomon, 1995). Loudon and Bitta (2002) 
defines ultimate consumer as those individuals who purchase for the purpose of 
individual or house hold consumption. Some authors argue that studying ultimate 
consumer behaviour also reveals much about industrial and intermediate buyers and 
others involved in purchasing for business firms and institutions. The term consumer 
behaviour in marketing refers to pattern of sum total of pre-purchase and post-
purchase buying activifies in addition to the act of purchase itself (Pachauri, 2002). 
1.L3 Buying Behaviour of Consumers 
The consumer involvement in buying a product varies with different products. For 
instance there is a difference in the involvement of a consumer when purchasing a 
refrigerator and bathing soap. Kotler et al, (1999) have made a buying behaviour 
model with four buyers. The concept of high and low involvement in the purchasing 
was for the first time used by (Krugman, 1965). In case of fast moving consumer 
goods, where limited problem soloing and habitual decision making process is 
involved, the consumers are not motivated to search for the information due to various 
reasons like low investment and day to day routines. Therefore to shop such products 
consumers use simple criteria like price is positively related to quality (Andersen, 
1987); brand names; and country of origin (Harris et al., 1994) to simplify decision 
making. 
Table 1.1: Four Types of Buyer Behaviours 
Significant Difference 
Between Brands 
Few Difference 
Between Brands 
High Involvement 
Complex buying 
Behaviour 
Dissonance-reducing 
Behaviour 
Low Involvement 
Variety seeking 
Behaviour 
Habitual buying 
Behaviour 
Source: Kotler et al., (1999). Principles of marketing (2"'' edn). England; Prentice Hall. 
1.1.4 Culture 
The concept of culture includes a set of a learned beliefs, values, attitudes, habits and 
forms of behaviour that are shared by the members of society and are transmitted 
from generation to generation within that society (Kroeber and Kluckhohn, 1952). 
Cultural values are also expressed through the material objects (e.g., dress, food, and 
housing) characteristic of a particular culture (Royce, 1982). Beliefs consist of the 
very large number of mental or verbal statements that reflect a person's particular 
knowledge and assessment of something (Schiffman and Kanuk, 1997). Instead of 
having a variation in the conci^ pt of values among the scholars, the most common 
thing upon which most of the: authors agree is that the values are the set of the 
standards that guide or determine the human behaviour (Williams, 1971; Parsons and 
Shils, 1962; Kluckhohn, 1952; Rokeach, 1973). Schwartz (1990) defines values as the 
guiding principles in the lives of the people. Tradition is the constancy of behviour of 
a society over time (Royce, 1982). Thus the important characteristics of the tradition 
are that it does not change over time. Language is a set of symbols, gestures, pictures, 
or objects (Luna & Gupta, 2001) used by the individuals of a society to communicate 
with each other. The members of society must be able must be able to communicate 
with each other though a common language in order to acquire a common culture. 
Without a common language, shared meaning could not exist (Schiffman & Kanuk, 
1997). To communicate effectively with their audiences, marketers must use 
appropriate symbols. Ritual refers to expressing a great deal of feelings and meanings 
that is characterized by the use of symbols which consist of multiple behaviours that 
occur in fixed, irregular intervals, and are repeated over time (Rook, 1985). 
1.1.5 Culture and Consumer Behaviour 
Culture has been considered to have strong influence on consumer behaviour 
(Cleveland & Laroche, 2007; Lam, 2007; Askegaard, Amould, & Kjeldgaard, 2005; 
Thompson & Tambyah, 1998; Shaw & Ian, 1998; Schouten & McAlexander, 1995; 
McCracken, 1986). Cultures can have strong influence of consumers' values and 
actions (Trompenaars, 1994; Chow et al., 2000). A consumer's thoughts and acfions 
are influenced by the culture in which he lives (Herbig, 1998; Trompenaars, 1994). 
Our attitudes and behaviours are consciously and unconsciously shaped by the culture 
in which we live (Berkman, Lindquist & Sirgy, 1997; Markus ajid Kitayama, 1991). 
Engel et al., (1993) identified that culture not only affects the specific products that 
people buy, but also the structure of consumption, individual decision-making and 
communication about the product. The role that is played by the culture in the 
consumer behaviour has been acknowledged by many authors. The drives that 
motivate people to take further action are affected by the culture. It is culture which 
decides that what forms of communication are permitted about problems at hand 
(Delener and Neelankavil, 1990; O'Guirm and Meyer, 1984). Culture also affects the 
degree of search behaviour that an individual considers to be appropriate (Hirschman, 
1981). Powerful forces in shaping people's perceptions, dispositions, and behaviours 
are cultural norms and beliefs (Markus and Kitayama, 1991). 
1.1.6 Subculture 
Subculture is a group that shares in the overall culture but has its own distinctive 
values, norms and life style e.g. age, sex, ethnicity, geographic region, occupations, 
prisons, (Robertson, 1977). The; subcultures are based on a nimiber of dimensions like 
nationality, religion. Subcultur(2 is an identifiable population within a heterogeneous 
society e.g. ethnicity, region of the country, occupation, class, age (Leonard and 
Philip, 1963). 
Table 1.2: Subculture Categories 
Subculture categories 
Nationality 
Religion 
Geographic Region 
Race 
Age 
Gender 
Occupation 
Social class 
Examples 
Indian, Chinese, Korean, French 
Muslim, Hindu, Christian, Buddhist 
Jammu, Kashmir, Ladakh 
Caucasian, White, Black, Latino 
Elderly, Middle Age, Teenage 
Male, Female 
Doctor, Engineer, Lawyer 
Lower, Middle, Upper 
Source: Schiffman & Kanuk (1997). Consumer behaviour (6th ed.). Upper Saddle River, NJ: Prentice-Hall. 
A micro culture or subculture develops its own unique patterns of dispositions and 
behaviour besides maintaining the important patterns of the national culture. Such 
micro cultures may be defined on various related criteria, like language, ethnicity, 
religion, age, urbanization, and social class. Cultural differences have been argued to 
be exist at an ethnic level, for example there exists a cultural difference among 
Caucasian-Americans, Hispanic-Americans, African-Americans, North African-
French, Italian-Australians, etc. (Tan and McCullough, 1985; Donthu and Yoo 1998). 
1.1.7 Subcultural Aspect of Consumer Behaviour 
Culture has potent influence on consumer behaviour (Schiffman and Kanuk, 1997). 
Individuals are brought up to the beliefs, values, and customs of their society and to 
avoid behaviour that is prohibited (Schiffman and Kanuk, 1997). Marketers have 
begun to segment larger soci(;ties into smaller subgroups (Subcultures) that are 
homogeneous in relation to certain customs and ways of behaving. These subcultures 
provides important marketing opportunities for smart marketing strategists (Schiffman 
and Kanuk, 1997). Sub cultural divisions are based on variety of society sociocultural 
and demographic variables like nationality, religion, geographic locality, race, age, 
sex, even working status (Schiffman and Kanuk, 1997). Subcultural analysis enables 
the marketing managers to focus on sizable and natural market segments. Kashmiri 
citizens retain a sense of identification and pride in the language and customs of their 
ancestors. So when it comes to consumption this ancestral pride is manifested most 
strongly in the consumption of (Ethnic foods, such as Wazwaan and dresses like Khan 
dress/Pathani suit. 
1.2 Cultural Background of Jammu and Kashmir 
Jammu and Kashmir has the distinction of having multifaceted, variegated and unique 
cultural blend, and has its unique heritage, geography, demography, ethics, social 
entities, forming a distinct spectrum of diversity and diversions into Kashmir, Jammu 
and Ladakh, all professing diverse religion, language and culture. 
Thus Jammu and Kashmir can be represented by four regional sub cultural 
groups viz. Jammu, Kashmir, Ladakh and Gujjars and three religious subcultural 
groups viz. Muslims, Hindus and Others (Sikhs, Christians and Buddhists). There is a 
huge intracultural variation between four regional and three religious sub cultural 
groups of the State of Jammu and Kashmir. All the people of the state professing 
diverse religion and each region has its own environment, festivals, rituals, customs, 
beliefs, dressing, language, food, demography, ethics and social system and thus the 
consumption pattern in the all regions is very different. The differences has been 
created by the nature itself, as a. high temperature in Jammu, pleasant in Kashmir and 
chilly winter, and extremely cool Ladakh with low oxygen content in air thus 
affecting the life styles of the people of the all regions. 
1.2.1 Geography 
Strategically constituting the northern most extremity of India, Jammu and Kashmir 
is situated between 32.17' and 36.58 north latitude and 73.26' and 80.30 east 
longitude. It's bordered clockwise by Pakistan, Afghanistan, USSR and China from 
west to east (Pathik, 1997). The whole Jammu and Kashmir is surrounded by 
Himalaya Mountains. 
1.2.2 Language of State Jammu and Kashmir 
The official language of the state is Urdu. But article 145 of the state's constitution 
provides that English language shall continue to be used for all the official purposes in 
the state. The Sixth Schedule of the constitution recognizes Kashmiri, Dogri (Pali), 
Dardi, Pahari and Ladakhi as regional languages (Fazli, 2002). In addition Gojri is 
used by the Gujjars and Urdu is chiefly used in Kashmir. 
1.2.3 Kashmiris as a Mixed Race 
The culture of Kashmir dates us back to the thirteen century when Kashmir was ruled 
by the series of kings (Turks, Iran's, Afghanis and Iraqis) who have highly influenced 
the culture of Kashmir and present day Kashmiris are believed to be their progeny, in 
other words the culture of Kashmir has originated from them (Ahmad & Bano, 1984). 
According to the Ahmad & Bano (1984) the early Arabic writers describe the 
Kashmir as a mixed race. The culture of Kashmir is believed to be highly influenced 
by Syed Ali Hamdani commojily called Shah Hamdan or Zain-ul-Abudin who had 
arrived in Kashmir in A.D. 1395. This man has fled from Hamdan, (Hamdan in a 
place in Persia, Iran), (Sufi, 1974). 
1.2.4 Jammu and its' People 
Jammu is the gateway of the Sitate Jammu and Kashmir and cormects the State with 
rest of the country. The Jammu region the original inhabitants of Jammu are called 
Dogras. They speak Dogri language, (a mixture of Sanskrit, Punjabi and Persian). 
Hindi is also widely known and used language in Jammu region (Palit et al., 1972). 
The founder of Dogras is Bahadur singh (Fazli, 2002). The Dogras are mostly Hindus 
by religion and while he still lives in his isolated hills his religion is more influenced 
by the original worship nature of the Aryans of the pre Hindu era than by the latter 
Brahamanism, Buddhism or Islam (Palit et al., 1972). 
1.2.5 Ladakh Race and Religion 
The people in the region of Ladakh or lesser Tibet are Mongolians and Buddhists by 
religion, hard working and cherry people (Dewan, 2004). There are different views 
about the origin of the Ladakhis (Dewan, 2004). It is possible that Aryan Dards 
inhabited whole Ladakh. The original population of Ladakh may have been Dards, an 
Indo-Aryan race, but immigration from Tibet, perhaps a millennium or so ago, largely 
overwhelmed the culture of Dards and obliterated their racial characteristics. In 
eastern and central Ladakh, today's population seems to be mostly of Tibetan origin. 
In and around Kargil, there is much in people's appearance that suggests a mixed 
origin. The exception to this generalisation is the Arghons, a community of Muslims 
in Leh, the descendants of marriages between local women and Kashmiri or Central 
Asian merchants Ladakh region can broadly be divided in to two distinct religious 
zones. The district of Kargil is predominantly inhabited by Muslims with Buddhists 
while the district of Leh is preponderating Buddhist with a sprinkling of Muslims in a 
few villages and the town of Leh (Kaul & Kaul, 1992). Ladakhi is predominantly a 
religion dominant community (Mann, 2002). The life and culture of Ladakhis are 
strongly religion-ridden. Religion is a dominant force and its manifestations are 
apparent in all the major aspects of Ladakhi social structure. It has been observed that 
the elements of religion provide incentive to the people to maintain status-quo 
interims of traditional life (Mann, 2002). The Ladakh is essentially a regional 
language derived from Tibet, a language with inputs from languages from the 
languages of the Dards, Mongols and Mons. Ladakhi is Aryo Tibetan language which 
has been influenced by Kashmiri and sheen language (Dewan, 2004; Kaul & Kaul, 
1992). 
1.2.6 Gujjars and Bakerwals 
In the Himalayan regions, Gujjar is considered an important and historical tribe. A 
big chunk of scholars, agree that Gujjars actually have come from Georgia, which is 
located in Russia and is often called as Gujjristan. Whatever has been said or told 
about Gujjars cannot be verified logically till date. However, all scholars agree that 
this community had arrived in the Indian horizon in fifth to sixth century A.D' The 
State of Jammu and Kashmir was the advent of Gujjars during 9* and 10* century 
A.D. Gujjars constitute a big population group in Jammu and Kashmir State. These 
Gujjars are tall and hardly people. Gujjars are Nomads from Gujjristan whose life 
style has not changed for centuries and have retained the life style of their primitive 
ancestors. Basically nomadic, with the changed tunes some of them live on 
agriculture, majority of them still rear sheep, goats and buffaloes. The Gujjars' 
physical characteristics, language manners, customs, dress and social organization 
have very little common witii non-Gujjar Kashmiris. In appearance Gujjars in 
Kashmir look very much differ(;nt from non-Gujar Kashmiris. They have long beards 
and wear big turbans. Inspite of living inhabitants of State Jammu and Kashmir, 
Gujjars have not adopted the former's way of the life and dress. Gujjars have their 
costumes, traditions, food habits, living habits arts and crafts. The Gujjars and 
Bakerwals speak Dogri, Kashrairi, Urdu and Gojri Language. The Gujjars follow 
Islam religion' 
1.3 Need for the Study 
With the increase in the competition the subcultural differences will be very crucial 
consideration in satisfying a customer. As the subcultures are formulated and retained 
by shared consumption practices (Schouten & McAlexander, 1995). The consumers 
from different subcultures use different purchasing techniques, have different 
motivating factors for a purchase and are satisfied by different parameters of products 
and services. Therefore it is not sensible for a marketer to use same marketing 
strategies for all consumer groups due to the diversity in religion, race, region, 
traditions, rituals and customs. I'he globalization of markets offers many opportunities 
and challenges to both domestic and international marketers. A firm can change the 
challenge into an opportunity if it understands the differences in the cultures and 
subculture and targets each cojisumer group differently. Therefore it will be very 
important for the marketers to c:onsider the cultural and sub cultural differences that 
exist between the consumer groups and present time calls for the studies that will help 
the marketers to identify these differences and suggest the strategies that will help in 
satisfying the consumers. 
Most important parameters of subculture consist of religion and region. It is 
very important to consider the regional or geographical patterns and dissimilarities 
whether within a single country or across a region. Ignoring such differences can lead 
to the ultimate failure of a firm; adversely affect its brand image and profitability 
(Thelen et al., 2006). Although the world is continuously changing and progressively 
becoming more globalized, but religion is still on the top and is a key factor in 
influencing social and consumer behaviour (Kim et al., 2004). 
There are numerous studies concerning behavioural differences in consumers 
across nations when we come across the international marketing literature (Brass 
1991; McCarty and Hattwick 1991; Hafstrom, Chae et al. 1992; Lynn, et al. 1993; 
Lysonski et al. 1995; Nakata aind Sivakumar 1996; Aaker and Williams, 1998; Chu, 
Spires et al. 1999; Steenkamp,, Hofstede et al. 1999; Chow et al., 2000; Wicklife, 
2004; Ng, 2005). Thus significant contributions have been made by the above 
researchers in understanding tht consumer behaviour differences between the nations. 
However, after extensive literature survey it can be concluded that there is a limited 
research on the differences shown by the consumers at subcultural level. Therefore, 
there is a gap in the research at intra-national level and within national boundaries, or 
within the countries itself and the same has been acknowledged by many authors like 
(Andreasen 1990; Heslop, Papadopoulos et al. 1998; Ogden et al, 2004; Walters et 
al., 2007, Zhou etal., 2010). 
Furthermore there has been no study comparing the sub cultural groups within 
the Jammu and Kashmir State itself as for as literature review is concerned. The 
consumer style inventory (CSI) developed by the (Sproles and Kendall, 1986) has 
been used in India by only few authors like (Canibal, 2007; Dash and Minaketan, 
2008; Patel, 2008). Present time calls to have some studies on cultural groups within 
countries (Gerald & Peterson, 1984). Inspite of the increased importance of cultural-
related research in marketing, ethnic subcultures has been ignored by most of the 
researchers (O'Guinn and Faber 1985; O'Guinn, Lee et al. 1986; Kara and Kara 1996). 
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Marketers are hindered and feel handicapped at the time of formulating 
marketing strategies and making decisions related to ethnic, or subcultural, marketing 
due to lack of research on subcultural differences. Therefore, it is essential to 
understand the sub cultural differences that exist within a nation far the success of the 
marketers (Ogden et al., 2004). In order to meet the growing needs of the market, it is 
important for marketers to develop knowledge of consumer characteristics and group 
level preferences of the consumers as subcultures, also termed to as microcultures 
(Ogden et al., 2004). Present market calls for using different marketing tactics and 
strategies for different consumer needs and responses (Ogden et al, 2004). Marketers 
can come with more effective marketing strategies if they are having the awareness of 
how various consumer groups within the same nation view relationships among 
marketing constructs (Thelen et al, 2006). It is important to study the culture because 
of its widely spreading influenc(2 on consumer behaviour (Craig & Douglas, 2006). 
Thus there is need of studies that will help the marketers to identify the 
differences in the consumer groups belonging to different cultures and subcultures. 
The studies need to be carry out that will provide the marketers with the necessary 
information for formulating the effective marketing strategies. Thus current study is 
one such effort to find the influence of various regional and religious sub cultural 
groups on different consumer parameters. The State Jammu and Kashmir has emerged 
as an important market. No study seems to have been carried out to understand the 
consumer behaviour of Jammu and Kashmir as for as the literature review is 
concerned. Current study will be highly useful to address to the gap in the research on 
subcultures in the Indian context as well. CSI has been used only by few authors to 
study influence of subculture on consumer behaviour in developing countries. CSI has 
also seems not been used in the Jammu and Kashmir as well. The researcher thus 
found it useful to bridge the gap in the literature relating to the influence of subculture 
on consumer behaviour and its implication for marketers. 
1.4 Research Objectives 
The study broadly attempts to investigate the similarities and differences in the 
consumer behaviour based on region and religion in the Jammu and Kashmir for the 
Selected FMCG products. Various objectives of the study are as under: 
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• To study the influence of the subculture on the brand consciousness, brand 
loyalty, impulsiveness in purchasing and confusion faced by the respondents due 
over choice of brands. 
• To study the influence of the subculture on the quality consciousness, health 
consciousness and origin of the product. 
• To study the influence of subculture on packaging consciousness, quantity of 
purchase and promotion consciousness. 
• To study the influence of subculture on the price consciousness, choice of retailer 
and choice of mode of payment. 
1.5 Organization of the Study 
The thesis has been divided into five chapters. 
Chapter 1 gives an overview of background of study. The chapter gives a brief idea 
about the subcultures in Jammu and Kashmir followed by need of carrying this study. 
The objectives of the study, organization of the study, benefits of the study and 
parameters of consumer behaviour used in the study .have been presented at end. 
Chapter 2 provides a review of extant literature related to the present research 
including the techniques and the: methods that have been used by the other researchers 
in the research of same nature. The chapter also highlights the gaps in the existing 
literature. 
Chapter 3 This chapter details out the statement of the problem, the scope of the study 
and highlight the objectives for carrying out the study. The hypotheses formulated for 
this study and the research design that has been adopted to carry out the study have 
been presented in this chapter. This chapter also contains the questionnaire design and 
its administration, the sampling method adopted and work plan of survey. The chapter 
also highlights the methods used in the data collecfion. It also includes the 
instrumentation, reliability and validity. 
Chapter 4 deals with testing of various hypotheses formulated. The chapter deals with 
the analysis and interpretation of data. It tries to find out the similarities and 
differences that exist in the various parameters of consumer behaviour across the four 
regional and three religious sub cultural groups. 
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Chapter 5 concludes the various findings of the study. Based on the findings various 
recommendations and suggestion has been given. The chapter also represents the 
implications of the study, highlights various limitations that current study is suffering 
from and the directions for the future research have been discussed at the end. 
1.6 Benefits of the Study 
Jammu and Kashmir has emerged as an important market especially for consumer 
goods. Very little is known about the consumer decision making and consumption 
pattern shown by the consumers of Jammu and Kashmir. Marketers often treat Jammu 
and Kashmir State as a single n:iarket and use the same strategies marketing strategies 
for all the consumer groups of the state Jammu and Kashmir. Marketers must know 
the differences and similarities in consumer culture and decision making styles. 
Current study therefore would be highly beneficial for the marketers as it will serve as 
guide line for them in formulating the marketing strategies and will help them to 
attain more customer satisfaction. It will be highly useful to understand the customers 
of Jammu and Kashmir State. 
The biggest myth with the state of Jammu Kashmir is that it considered as a 
single market by most of the marketers. The present study shows that the consumption 
pattern among the various sub cultural groups varies significantly. Marketers need to 
understand that, they should not use common marketing practices for all the 
subcultures. Each sub cultural group should be treated as a different market and 
strategies suitable for that particular market segment should be adopted in order to 
increase the effectiveness of the marketing programs. 
The study will also serve as a guide line for the consumers of Jammu and 
Kashmir to tackle the complexity of purchase by displaying particular decision-
making styles. This study will serve as guide line to customers and would explain 
them the reason for purchasing the product and will list some important factors which 
they should consider before purchasing a product. They can diagnose their decision 
making style and analyze the short comings of the style. For example the study would 
educate the customers to be health conscious. The study may suggest them to check 
for the expiry and date of manufacture of the product before making a purchase. This 
was acknowledged by many respondents during the survey that, the questionnaire 
provided them with a lot of information about the shopping and they would consider 
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many factors before purchasing a product. It will help them to learn about brands 
which are offered by the companies. The study will educate the customers about the 
quality, as it was also acknowledged by many respondents during the survey that, they 
never had thought about the quality earlier and they would take into consideration the 
quality aspect in their future purchasing. 
The current study may also make the respondents price conscious and 
comparison shoppers. The study would also suggest them to think about the place of 
manufacture of the product and the associated benefits and the shortcomings of the 
product. It may help them to concentrate on the functional feature of packaging in 
addition to color and design of the product. The study may suggest them to consider 
the ingredients of the product before making a purchase. This study may help them in 
fixing the criteria for the selection of a retailer and the quantity of purchase. This 
study may help them to know the extent of compromise they would required make to 
avail the products on the credit and give them a choice to limit their compromise. The 
study may make them familiar about their impulsiveness and will help them in 
becoming rational shopper. The study will also guide the customers to compare some 
functional features like price and quality of the products to avoid the confusion faced 
due to over choice and proliferation of brands. 
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CHAPTER 2 
LITERATURE REVIEW 
2.1 The Concept of Culture 
Culture is very complex and has got a number of definitions. To define culture is so 
complex that (Krober and Kluckholn, 1952) listed over 160 different definitions of 
culture in their critical review of culture. Tylor's (1881) definifion is widely accepted. 
Culture according to him, is complex and includes knowledge, beliefs, art, morals, 
law, customs and any other capabilities and habits acquired by man as a member of 
society. Triandis (1995) views culture as shared beliefs, attitudes, norms, roles, and 
values among individuals of specific geographical region and historical period, 
speaking a particular language. The society that the people grow up in, shapes their 
values, beliefs and norms. For example, the people of the Kashmir believe that 
everything in Kashmir is pure and natural, they believe that Kashmiri rice is best than 
any other rice grown around the world no matter how good the rice of the other 
countries or States be. Similarly, the language spoken by the people of four regional 
sub cultural groups of the Jammu and Kashmir viz. Jammu, Kashmir, Ladakh and 
Gujjars is different. Fairchild (1970) views culture as a set of socially acquired 
behaviour patterns that is common to all the members of a particular society. Culture 
consists of the guidelines for the behaviour and spread by symbols (Kroeber & 
Kluckhohn, 1952). Engel et al., (1993) has referred culture as a set of values, 
thoughts, artifact, and other meaningful symbols that help individuals of a society to 
exchange thoughts with each other, understand each other, and assess each other. 
Culture is a combination and collection of common characteristics of the 
members of a society that helps to differentiate one group of individuals from another 
(Hofstede, 1991). The cultural elements that individuals of a society share with the 
groups to which they belong to as well as their personal values constitutes a cultural 
value system (Luna & Gupta, 2001). Nations have evolved as a result of common 
thinking of their individuals due to a quite similar history and language and many 
other parameters (Hofstede, 1991). The crucial center of the culture consists of 
historically derived and selected ideas and values above all (Kroeber and Kluckhohn, 
1952). The dress, food and housing of the four subcultures under study is different. 
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The culture of an Individual is expressed through the material objects like dress, food 
and housing (Royce, 1982). 
According to Kenneth pike (1954) there are two approaches to the study of a 
society's cultural system, emic and etic. Etic approaches to culture intend to compare 
two or more differing cultures. McCracken (1986) views culture from two 
perspectives (a) as a lens, culture determines how the world is seen, (b) Culture is the 
"blueprint" of human activity and it determines how the world will be fashioned by 
human effort. The researchers that use etic approach to compare two or more differing 
cultures generally search for variables and parameters that are common to all cultures 
(Luna & Gupta, 2001). On the other hand the emic approach do not aim the seek for 
the similarities and differences between the two or more differing cultures but support 
the complete understanding of the culture of the study (Geertz, 1973). Thus the 
methods used in the emic research provide culture rich information (Luna & Gupta, 
2001). 
It is suggested by the emic approaches that cultural research should be native 
and must be conducted on the basis of culture-specific frameworks. While as, the etic 
approaches suggest that the differences should be examined based on previously 
developed universal frameworks as benchmarks, (Maheswaran & Shavitt, 2000). 
Finally the choice of emic versus etic approaches is decided by various factors like, 
the nature of problem studied and the reason for carrying out the study (Luna &Gupta, 
2001). However, both emic and etic approaches are applicable and add to our 
understanding of consumer behaviour in the global perspective (Maheswaran & 
Shavitt, 2000). 
2.1.1 Effect of Culture on Consumer Behaviour 
The influence of culture on consumer behaviour has been studied by many researchers 
at individual and national level (Yakup, et al, 2011; Ackerman & Tellis, 2001 
Thompson & Tambyah, 1998; Shaw & Ian, 1998; Schouten & McAlexander, 1995 
Singelis & Brown, 1995; Triandis, 1995, 1994, Schwartz, 1994; Jacobs et al., 1991 
Belk, Wallendorf & Sherry, 1989; Wallendorf & Amould, 1988; Belk, 1988; Belk, 
Wallendorf, Sherry, Holbrook & Roberts, 1988; Gilly, 1988; Levy, 1959). Several 
other studies have also been carried out in international marketing with respect to the 
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behavioural differences in consumers across nations (Brass 1991; McCarty and 
Hattwick 1991; Hafstrom et al, 1992; Lynn et al., 1993; Nakata and Sivakumar 1996: 
Chu, Spires et al. 1999; Steenkamp et al, 1999). 
Culture has been considered to have strong influence on consumer behaviour 
(Cleveland & Laroche, 2007; Lam, 2007; Askegaard, Amould & Kjeldgaard, 2005; 
Thompson & Tambyah, 1998; Shaw & Ian, 1998; Schouten & McAlexander, 1995; 
McCracken, 1986). Culture has also been reported to affect the drives that motivate 
people to take action (Delener and Neelankavil, 1990; O'Guirm and Meyer, 1984). 
Culture also affects the search behaviour of an individual (Hirschman, 1981). Cultures 
can have strong influence of c;onsumers' values and actions (Trompenaars, 1994; 
Chow et a!., 2000). A consumer's thoughts and actions are influenced by the culture 
in which he lives (Herbig, 1998; Trompenaars, 1994). Our attitudes and behaviours 
are consciously and unconsciously shaped by the culture in which we live (Berkman, 
Lindquist & Sirgy, 1997; Markus and Kitayama, 1991). The way of understanding the 
environment by an individual and the way an individual expresses his emotions is 
influenced by the culture (McConatha, 1993; Ekman, 1972). The behaviours across 
cultures vary due to the difference in values, beliefs and lifestyles (Cleveland et al., 
2009). Since the shopping activity is a social affair thus it is more closely related to 
culture than the meaning of the product (Ackerman & Tellis, 2001). Individuals use 
goods to express their cultural categories and to create sustain lifestyles (McCracken, 
1986). The failure to take cultural differences between countries into account has been 
the cause of many business disappointments (Ricks, 1993). Yakup, et al., (2011) 
investigated the affect of cultural factors consumer behaviours in Turkey and found 
that culture has a profound impact on consumer behaviour. 
Sun et al., (2009) have studied the impacts of cultural dimensions of the 
Hofsted's model on healthy diet through public self-consciousness across twenty five 
nations and found that individualism and uncertainty avoidance had negative impacts 
on public self-consciousness, while power distance and masculinity had been found to 
affect public self-consciousness positively, which in turn had a positive influence on 
consumers' intention to eat a healthy diet. Veloutsou & Bian (2008) investigated the 
relationships between six identified dimensions of perceived risk and the overall risk, 
and also their explanatory power to the overall risk at the purchasing counterfeit 
brands in UK and china. Significant interrelationship between the dimensions of 
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perceived risk in both countries has been found. Singh (2006) compared the cultural 
differences in French and German consumer's propensity to adopt innovations. The 
results suggest that certain dimensions of culture are a key factor in determining 
propensity to adopt innovation. High level of innovativeness was found in the cultures 
characterized by small power distance, weak uncertainty avoidance and masculinity. 
The findings also indicate that consumers coming from different national cultures are 
going to vary in their susceptibility to normative influences and interpersonal 
communications. Consumers coming from a large power distance, strong uncertainty 
avoidance and/or feminine cultures are going to be convinced into adopting new 
products through normative influences while those from more collectivistic cultures 
are more likely to be influenced by interpersonal communications. Moreover in a 
cross cultural study by Jung and Lee (2006) it was found that, US women score higher 
on dieting behaviour than Korean women. 
The findings of Craig & Douglas (2006) suggest that Culture is becoming 
increasingly penetrated by its elements from other cultures. It is becoming more 
important to study the culture because of its pervasive influence on consumer 
behaviour. Culture is a pervasive influence which underlies all facets of social 
behaviour and interaction (Craig & Douglas, 2006). The values and norms that govern 
society are embedded in the culture and culture is embodied in the objects used in 
everyday life and in modes of communication in society (Craig & Douglas, 2006). 
Sun et al., (2004) have carried out a study to find out the consumer lifestyle 
differences between individualistic cultures Britain and the USA and collectivistic 
cultures of China and Japan. Consistent with the findings of the previous authors on 
values and lifestyles differences between individualistic and collectivistic cultures, 
Sun et al., (2004) have found that consumers in the individualist cultures were more 
brand conscious and Impulsive: buyers than the consumers in the collectivistic 
cultures. 
Fuan et al., (2004) compared the mall shopping behaviour of American and 
Chinese consumers. Their findings revealed that the consumers of the two countries 
differ in their shopping moti^ 'es, criteria for selecting the mall and shopping 
behaviours. The US consumers were found to visit the mall with diverse reasons 
while Chinese shoppers visit the shopping malls with the primary reason of purchase. 
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Chinese shoppers were careful about the spending and less likely to make purchase 
during their shopping trip. More importantly they were more resistant to situational 
factors in their purchase decisions than their US counterparts. Kacen & Lee (2002) 
from a multi-country survey of consumers in Australia, United States, Hong Kong, 
Singapore, and Malaysia, have found that regional level factors and individual 
cuhural difference factors systemeitically influence impulsive purchasing behaviour. 
The impulsive buying behaviour of consumers is significantly influenced by the 
cultural factors. 
Chee et al., (2002) examined empirically the interaction effects of national 
culture and contextual factors (nature of the knowledge and the relationship between 
the Knowledge sharer and recipient) on employees' tendency to share knowledge with 
coworkers. The data was collected from the managers of US and China. The 
knowledge sharing is less in China with a potential recipient who was not a member 
of their in group than U.S. Jai et al., (2002) studied cross cultural consumer values, 
needs and purchase behaviour in two Asian consumer markets i.e. China and South 
Korea and found that between social affiliation values and self directed values, self 
directed values were the underlying determinant of needs to be satisfied by apparel 
products. Their findings further suggest that among the three types of needs identified 
to be satisfied through apparel (i.e. experiential, social and functional needs), 
experiential needs were the most important needs that influenced apparel purchase of 
female consumers in both Asian markets. 
Lee (2000) investigated the influence of culture on consumer purchasing 
behaviour. The model was empirically tested with a camera purchase decision survey 
in Singapore, Korea, Hong Kong, Australia, and the United States. The impact of the 
referent past experience and referent expectations and affordability on purchase 
intentions was analyzed. It was found that both referent influences and affordability 
had a stronger influence for the coUectivistic subsample than for the individualistic 
subsample. NichoUs et al, (2000) compared the shopping behaviour of Chilean 
consumers with those in USA and found that Chilean' consumers visit malls first and 
foremost for purchase as compared to US consumers who visit malls for 
entertainment. Further their findings suggest that the two populations differ in the way 
of selecting and the shopping characteristics. 
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Ackerman & Tellis (2001) have found that the shopping practices of US and 
China are dramatically different. Chinese have been found to use multiple senses 
when examining unpackaged food than American shoppers. Further findings of the 
Ackerman & Tellis's (2001) study are that Chinese inspect many more items and take 
much more time to shop than the respondents of the US. The culture has been found 
to affect the differences in prices of grocery stores serving the two cultural groups. 
Chinese supermarkets have substantially lower prices across a range of food products 
than mainstream American supermarkets. The differences were seen to range from 
37% for packaged goods of the same brand and size to more than 100% for meats and 
seafood of the same type and description and the differences are similar across a span 
of five years. Thus according to Ackerman & Tellis the differences in culture provide 
the most likely explanation for the differences in prices between the two types of 
super markets. In other words the Chinese respondents are more price conscious than 
US consumers. Culturally based norms and values lead to differences in shopping 
behaviour between countries. An individual retains the values and norms from the 
community to which he or she belongs to and these values and norms become a 
primary explanation of similarities in behaviour of individuals within the community, 
and makes the behaviour of a community different from other communities and 
countries. Ackerman & Tellis found that these unique characteristics were due to 
shared norms, values and learned behaviours that are relate to culture within national 
boundaries. 
Manrai et al., (2001) compared the fashion consciousness and dress 
conformity of Bulgaria, Hungary and Romania. Fashion consciousness was found to 
be highest for Westernized Hungarian respondents who had the highest income and 
could afford fashionable clothing. Dress conformity was highest for Bulgarian 
respondents, who had setbacks in adopting a market economy and were less 
Westernized. The findings support demographic differences predictions: younger 
individuals were found to be more fashion conscious than older individuals, whereas 
dress conformity was higher for older than for younger individuals. Finally, men were 
more fashion Conscious than vv'omen. The findings on gender differences in dress 
conformity were mixed. Briley et al, (2000) proposed that the cultural influence on 
consumer behaviour is contextual and dynamic. The cultural influence can make the 
consumers to differ in their decision making. 
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Aaker and Williams (1998) examined the persuasive effect of emotional 
appeals on members of collectivist versus individualist cultures and found that ego-
focused emotional appeals like pride, happiness versus other-focused emotional 
appeals like empathy, peacefulness lead to more favorable attitudes for members of a 
collectivist culture, while other-focused versus ego-focused emotional appeals lead to 
more favorable attitudes for members of an individualist culture. In a study of eleven 
nationalities results of Dawar et al., (1996) indicate that cultural characteristics of 
power distance and uncertainty a voidance influence the focus of consumers' product 
information search activities, but not their tendencies to share product-related 
opinions with others. Similarly Usunier (1996) proposed that culture influences 
various domains of consumer behaviour like perception, motivation, learning and 
memory, group influence, age, self-concept, social class, sex roles, attitudes change, 
decision-making, purchase, and post purchase. McCort and Malhotra (1993) claimed 
that, as different cultures have different value systems therefore, the way the 
consumers of different cultures evaluate marketing communications should also 
differ. 
Alden et al., (1993) in their study of identifying global and culture Specific 
dimensions of humor in advertising found that, distinct content of the message should 
be adapted to the different national cultures while advertising. As the same message 
can have different meanings in different cultures. Andrews, et al., (1991) found that 
consumers differ significantly ao-oss countries on self generated thoughts regarding 
advertising functions, practices, affective responses, the industry, and advertising 
users. The respondents considered for the comparison were from United States, New 
Zealand, Denmark, Greece, and India. National characteristics of behaviour are 
distinctive and constant over time (Clark, 1990). Cultural difference affects the 
consumer values which intum have an influence on consumption motives and 
individual choice criteria. Thus, culture affects consumer behaviour through its 
influence on, values (Bozinoff and Cohen, 1982; Omura, 1980; Valencia, 1989). 
Graham (1983) and Graham et al, (1988) in their studies of business 
negotiations across different countries found that, Japanese, Chinese, Koreans and 
Americans differ in their business negotiating strategies. Wallendorf and Amould 
(1988) found that personal memories give meaning to the possession of favorite 
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objects in the USA, while social status is the main source of meaning in Niger. 
Therefore, the symbolic nature of consumption and/or possession varies from one 
culture to another. Thus the cross cultural comparison shows that the kinds and range 
of favorite objects varies across the two countries. Hong et al., (1987) compared the 
advertisement content of magazines of the United States and Japan. Their findings 
revealed that advertising content and expressions produced by the two cultures are 
different. Japanese advertisements were assessed as more emotionally oriented than 
American advertisements. Furthennore, Japanese magazines were found to contain 
fewer comparative advertisements than the American magazines investigated. The 
results of Henry (1976) suggested that the culture is the underlying determinant of the 
consumer behaviour. The individual value dimensions and particular automobile 
categories were found to be correlated which indicated that value dimensions may be 
useful market segmentation variables for auto industry sales. 
2.2 Values and Their Influence on Consumer Behviour 
The commonly used term for the values by the researchers is that, the values are the 
standards that guide or determine attitudes and behaviour (Parsons and Shils, 1951; 
Kluckhohn, 1952; Rokeach, 1973). Schwartz (1990) defines values as people's 
conceptions of the goals that serve as guiding principles in their lives. Rokeach (1973) 
relates the values to only a single belief of a specific kind that guides actions. 
According to social adaptation theory (Kahle, 1983; Finer and Kahle, 1984), values 
are a type of social cognition that helps an individual to get adjusted in the 
environment in which he lives. Values have been broadly considered as the result of 
the culture and ethnicity (Fhinney, 1992; Rokeach, 1973). 
It is very important to understand the personal values and value system in 
order to deal with a particular situation (Chelladurai, 1999). Values are shared by the 
people with in a culture and can be used to characterize the psychological differences 
and similarities and differences in the cultures and the difference in the cultures will 
help in understanding the difference in consumer behaviour (Grunert & Juhl, 1995). 
Thus the differences and similarities between the individuals of communities are due 
to the cultural values and norms (Ackerman & Tellis, 2001). 
The values and norms about the attainment, consumption and disposal of 
products by a consumer in a community are learnt through socialization (Moschis, 
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1987). Personal and social consequences of product attributes are evaluate by the 
consumer on the basis of values (Pitts et al., 1989). The relationship of values to 
consumer behaviour has been studied by many researchers (Howard & Woodside, 
1984; McCracken, 1986; Pitts et al., 1989). Consumer behaviour in various aspects 
has been found to be affected by Personal values (Homer and Khale, 1988). The 
product choices of consumers are influences by the values (Tse et al., 1989; Homer 
and Kahle, 1998). Personal values are considered to be causing the consumer 
behaviour (Vinson et al., 1977; Homer and kahle, 1988). Values have been found to 
influence the consumer's choice of selection of shopping malls and retail stores, the 
choice of brands used by the consumers and the choice of products have been foimd 
to be influenced by the personal values (Homer and Kahle, 1988; Erdem et al., 1999; 
Allen, 2001). Consumer's attitudes and purchase related decisions are influenced by 
certain values more effectively in one country markets than others (Jai et al., 2002). 
Personal values have been assumed to influence behavioural and consumption 
decisions through attitudes (Carman, 1977). 
2.3 Effect of Rituals, Symbols and Languages on Consumer Behaviour 
The term ritual refers to a type of expressive, symbolic activity constructed of 
multiple behaviours that occur in a fixed, episodic sequence, and that tend to be 
repeated over time (Rook, 1985). Ritual a social action devoted to the manipulation of 
the cultural meaning for purposes of collective and individual communication and 
categorization (McCracken 1988). Rituals are pervasive in any society (Luna & 
Gupta, 2001). As the rituals contain consumption of goods and services, therefore the 
rituals are important for consumer behaviour (Luna & Gupta, 2001). Products can be 
engaged in their symbolic ability to drive the ritual (Solomon and Anand, 1985). The 
findings of Amould (1989) suggested that rituals have an influence on the consumer 
behaviour in Niger Republic culture. Cuhural differences between social groups occur 
due to the manifestations of values, symbols, and rituals (Hofstede, 1997). 
Symbols are like a code or a category of objects that carry a meaning that is 
distinctive and understood by a particular group of people (Geertz, 1973). Individuals 
consume products with symbolic meaning for a social group (Durgee, 1986). Thus 
symbols play an essential role in the process of the consumption. Each symbol and 
language has to convey a unique message to a particular subculture and products are 
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used based on the symbols associated with them. For example picture of any water 
place of Kashmir on the mineral water packaging gives consumers the feeling of pure 
water. It is the belief of the Kashmiri people that all products of the Kashmir 
including the drinking water is pure than the other Indian states and the whole world, 
in fact they believe that the water of Kashmir is pure than the other regions of the 
Jammu and Kashmir. So they consume the products with the symbols that keep some 
cultural meaning for them. 
Language is a set of symbols, gestures, pictures, or objects (Luna & Gupta, 
2001). The languages spoken in four regional sub cultural groups viz. Ladakh, 
Kashmir and Jammu and Gujjars of the State Jammu and Kashmir are different. Luna 
and Peracchio (1999) expanded two theories developed by psycholinguistics to 
advertise and target the bilingual consumers. Schmitt et al, (1994) compared speakers 
of Chinese and English and found that structural differences in languages have an 
influence on consumer's information processing and mental representations. Sherry 
and Camargo (1987) found that advertisements with mixed-language English-
Japanese help in communicating certain values that cannot be expressed by single-
language advertisements. A common language is key factor in making the members 
of a culture unite (Craig and Douglas, 2005). Language is believed to hold the 
information related to a particular culture Craig and Douglas, 2005). Language plays 
an important role in the creation of a thought and behavioural responses (Douglas, 
1976). For example, the name "Tresh" means water in Kashmiri language seems to be 
more effective for the Kashmiri customers. That is why there is great demand for the 
water brand called "Tresh" than any other brands like kinley, Aquafma or Bisleri. 
Authors like Solomon (1983) have suggested that product symbolism is 
produced at the societal level. Schmitt et al., (1994) studied the Impact of linguistic 
differences between Chinese and English Language and consumer memory and found 
that structural differences between Chinese and English affect mental representations 
which, in turn, influence consumer memory of verbal information. Specifically, 
unaided brand recall is differentially affected in Chinese and English when it is 
spoken compared with when it is written. Koslow et al., (1994) has reported an 
increasing impact on the consumer response by use of minority subculture's language 
in advertising. 
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Schmitt and Zhang (1998) study suggested that the language has an influence 
on the mind processing of an individual, which intum leads to differences in choices 
of the members of different cultures/languages. Thus the cross cultural comparison 
shows that the kinds and range of favorite objects varies across the two countries. 
Language and symbols have an influence on the perception of an individual and thus 
reflecting choices and decisions of an individual (Schmitt and Zhang, 1998). The 
behaviour of an individual and a community is highly influenced by the language, as 
the language is used to communicate with each other including values and norms of a 
culture (Lamal, 1991). Language plays a key role in the expression of culture 
(Ackerman & Tellis, 2001). Language has been considered to be the main culttiral 
point of reference among immigrants (O'Guinn & Faber, 1985; Kim, 1977). 
Wallendorf and Amould (1988) found that personal memories give meaning to the 
possession of favorite objects in the USA, while social status is the main source of 
meaning in Niger. Therefore, the symbolic nature of consumption and/or possession 
varies from one culture to another. 
2.4 The Concept of Subculture 
A subculture has been defined as a subdivision of a national culture, which is based 
on a collection of social situations like class, status, regional differences, rural, or 
urban residence, religious affiliation and ethnic background (Lenartowicz and Roth, 
2001). A subculture is a group of people who, may be differentiated from each other 
by their beliefs, symbols, and/or material artifacts (Jorgensen, 1979). Lenartowicz and 
Roth (2001) define subculture as a secondary group within a societal group that 
exhibits a shared pattern in the: relative importance placed on the motivational 
domains. Members of a subc\ilture have some distinct characteristics which 
differentiate them from each other, in addition of some common characteristics of the 
general culture (Hirschman, 2001). Subcultures imply the existence of shared values 
and is implicit in the definition of values is a preference for a specific mode of 
conduct or end state (Rokeach, 1973). 
Schouten and McAlexander (1995) define a subculture of consumption as a 
distinctive subgroup of society that self selects on the basis of a shared commitment to 
a particular product class, brand, or consumption activity. According to him other 
characteristics of a subculture of consumption include an identifiable, hierarchical 
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social structure; a unique ethos, or set of shared beliefs and values; and unique 
jargons, rituals, and modes of symbolic expression. Schiffman & K i^nuk (1987) have 
defined subculture as a distinct cultural group which exists as an identifiable segment 
within a larger, more complex society. A subculture in a society may be formed on 
the basis of distinct shared history or region (Triandis, 1972; Schneider, 1975; Schein, 
1990). Large number of cultures can coexist within a given environment in the case of 
multiculturalism (Tadmor and Tetlock, 2006; Phinney, 1990). 
Prior research in marketing provides strong evidence of the existence of two 
distinct subcultures, English and French, within Canada (Kim et al,., 1989; Kindra et 
al, 1994; Heslop et al., 1998; Plummer, 1977; Schaninger et al., 1985). It is widely 
recognized that English and French Canadians possess different cultural traits, 
customs, language and traditions, subsequently yielding differences in their consumer 
related behaviour. Various levels of subcultures based on region, social class, 
occupation, religion, age, and gender has been cited by (Hofstede, 1983). A nation's 
consumer population can be diffei-entiated into subdivisions that are referred to as: (a) 
subcultures (Deshpande et al., 1986; Kirschman, 1985; Schaninger et al., 1985; 
Wilkes and Valencia, 1985), (b) regional subcultures (Thelen et al., 2006; 
Lenartowicz et al., 2003; Lenartowicz and Roth, 2001; Ralston et al., 1994), (c) 
micro-cultures (Datoon, 2000; Dolfsma, 1999; Gentry et al.,1995; Oushakine, 2000), 
(d) market segments (Assael and Roscoe, 1976; Claycamp and Massy, 1968; Dhalla 
and Mahatoo, 1976; Frank et al., 1972), and (e) culti-units (Andreasen, 1990; Douglas 
and Craig, 1997). 
2.4.1 Influence of Subculture on Consumer Behaviour 
There has been a huge research on the influence of subculture on consumer behaviour. 
Some of the examples are the effect of ethnicity on consumption (Hirschman, 1981, 
1983; Pitts et al., 1986). Wallendorf and Reilly (1983) on the impact of assimilation 
on food consumption; (O'Guinn & Meyer, 1984) on media usage (Saegert et al., 1985) 
on brand loyalty (Deshpande et al., 1986) on the impact of perceived ethnic affiliation 
and (Faber et al., 1987) on acculturation and the importance of product attributes 
(Saegert et al. 1985) and couniry of origin (Wallendorf & Reilly, 1983) in cross-
sectional studies. O'Guinn and Faber (1985) and (Faber et al, 1987) hint at such an 
influence within the consumption context by measuring the effect of acculturation 
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roles on consumption. Schouten & McAlexander (1995) argued that subcultures are 
formulated and retained by shared consumption practices. These results were constant 
with (McCracken, 1988) argument that the cultural codes of consumption objects are 
transferred through consumption. Subculture of consumption is a unique subgroup of 
society that self-selects on the basis of a shared commitment to a particular product 
class, brand, or consumption activity. Other characteristics of a subculture of 
consumption include an identifiable, hierarchical social structure; unique ethos, or set 
of shared beliefs and values; and unique jargons, rituals, and modes of symbolic 
expression (Schouten and Alexander, 1995). Subculturally created styles may be 
shared by a larger group of individuals and may spread to the core subculture (Fox, 
1987) and may be cheaply accepted by all (Blair and Hatala 1991; Fox 1987; 
Gottdiener, 1985; McCracken 1986; Schwendinger and Schwendinger 1985). The 
differences in the cognitive structures of the two subcultures are the difference in the 
consumption of the two subcultures (Hirschman, 2001). 
Zhou et al, (2010) have compared decision making styles of Inland region 
to coastal region of the china using Sproles and Kendall's (1986) Consumer Style 
Inventory (CSI). It has been revealed from their findings that consumers in the two 
regional markets do not differ in utilitarian shopping styles like quality and price 
consciousness, and impulsiveness and confusion faced due to over choice. But, they 
differ in hedonic shopping styles like brand consciousness, brand loyalty, novelty and 
fashion consciousness, and recreational and hedonistic shopping styles. According to 
Zhou et al., (2010) four of the eight shopping styles -quality consciousness, price and 
value consciousness, confusion due to over choice, and impulsiveness- all reflect 
utilitarian aspects of shopping behaviour because of the focus on price, quality, and 
value. Therefore, they have categorized these four shopping styles into a group named 
utilitarian shopping styles. The other four shopping styles-brand consciousness, 
novelty and fashion consciousness, recreational and hedonistic shopping, and brand 
loyalty-all reflect some non-essential, non-product aspect of shopping behaviour. 
Therefore, these four styles have been categorized by them into another group which 
is named hedonic shopping styles. 
Some consumer view shopping as purely utilitarian function while others 
expect hedonic value from it (NichoUs et al., 2000; Rabin et al, 1994; Baumann et 
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al., 1981). Dash and Minaketan (2008) have carried out a study to find out the self 
reported shopping habits of the rural and urban consumers of Orissa, India and to 
measure the extent of relationship between the socio-cultural profile and self-reported 
shopping habits. They have used (Sproles and Kendall's, 1986) consumer style 
inventory (CSI) in their study. Their study revealed that, the rural and urban 
constimers under the study behave differently while purchasing textile. Consumer 
style inventory from here will be termed as CSI in this study. Walters et al., (2007) in 
their study of determinants of ethnic identification with the host society found that 
the ethnic identity and feeling of belongingness is influenced by the socio-cultural 
factors like religious affiliation, perceived discrimination, visible minority status, 
language used and friends. Furtheirmore, it was revealed from the findings that the 
assimilation was more common among immigrants who had no religious affiliation, 
who had not been discriminated against, and who spoke an official language at home. 
Whereas South Asian immigrants were most likely to declare Canadian as their only 
ethnic identity, black immigrants were least likely to include it as a group to which 
they belonged. 
Thelen et al., (2006) have studied the impact of consumer regional affiliation 
in the Russia. Their results suggest that the economic development and consumption 
habits in transitional economies are not equal across all regions. There exist 
psychographic differences among the three societies in Russia. Their findings further 
suggest that the relationships among various marketing constructs vary in 
effectiveness and behave differently across geographic segments within a single 
country. They further emphasize that It is very important to consider the regional or 
geographical patterns and dissimilarities whether within a single country or across a 
region. Ignoring such differences can lead to the ultimate failure of a firm; adversely 
affect its brand image and profitability. Fan (1998) carried out a study on five 
household expenditure patterns for three sub cultural groups viz. Asian-Americans, 
Black Americans and Hispanic-Americans. Their results show that all three 
subcultural groups differ significantly from non-Hispanic white households in terms 
of these household expenditure patterns. 
Heslop et al., (1998) examined the role of country of origin in product 
evaluations among English-speaking versus French-speaking Canadians towards 
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products from seven culturally linked origins. It was revealed from the findings that, 
closer the origin region perceived by the consumer, the stronger is the influence of 
culture on product assessments. The study has further suggested that there is a need 
for more research in this area. It also suggested that firms should consider the sub 
cultural differences and their influences on consumer behaviour at the time of 
formulating strategies. 
It was found by Ueltschy (1997) that, advertisements in Spanish language is 
preferred by the Hispanics low in acculturation as compared to the Hispanics high in 
acculturation preferred advertisements in the English language. Inequalities exist 
between regions, in the form of rural versus urban consumers, within the same 
country (Erez and Somech, 1996). Sirsi et al., (1996) explored the relation of culture 
to consumption by investigating individual, social, and cultural sources of variation in 
the sharing of causal reasoning about behaviour in two micro cultures. It has been 
revealed from their findings that, intra cultural variation in the study of culture is 
important. Kara & Kara (1996) explored the choice behaviour (the importance of 
product attributes and attribute levels) of three sub cultural groups viz. High level 
acculturated Hispanics, low level acculturated Hispanics and Anglos to predict their 
choice for high/low involvement products. The results showed that the product 
attributed for three sub cultural categories were different. There results further suggest 
that Hispanics with high level of acculturation and Anglos were very similar to each 
other in terms of the utilities placed on the product attributes. Further, the differences 
also existed in the advertising effectiveness and media preferences between Hispanics 
with low acculturation and Hispanics high in acculturation. 
Members of a subculture frequently buy the same brands and products and 
shop in the same kind of stores. Uhle and Grivetfi (1993) have found Brazilian Swiss 
to consumers maintaining many traditional food practices of their home country, even 
after being far away from their homeland for century. Lee and Um (1992) found that 
Korean immigrants and Anglo-Americans differ in the product evaluations. 
Differences were further found between highly acculturated Koreans and less 
acculturated Koreans, highly acculturated Korean as compared to less acculturated 
Koreans were highly influenced by life style of their American iiiends. Anglos and 
Hispanics with varying degrees of subcuitural recognition were found to be 
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possessing different attitudes toward marketing practices (Webster, 1990). These 
differences existed even after the removal of social class and income effects from the 
analysis. Later, Webster (1992) in his study on Hispanic subculture has found that 
Hispanics with strong subcultural affiliation differ significantly in information search 
patterns of consumers, advertising, in-store search and miscellaneous readership from 
the Hispanics who do not adhere themselves to the subculture strongly. Thus, the 
findings suggested that marketers should use different marketing strategies to reach 
language-based segments within the subculture. 
Consumers from different regions of a country have been found to show 
different consumer behaviour (Schiffman and Kanuk 1987; Robertson 1970). 
Deshpande et al., (1986) found that the strong Hispanics differ from Anglos in terms 
of their attitudes toward institutions (business and government), use of Spanish-
language media, brand loyalty, and preferences for prestige and ethnically advertised 
brands. A study carried forward by (O'Guinn and Faber, 1986) to find out the 
difference in the importance placed by the Hispanics and Anglos for different product 
attributes revealed that the few significant differences were found between Hispanics 
and Anglos for non durable products like detergents. It was found by Tan and 
McCullough (1985) that consumers with high level of acculturation to Chinese values 
focused on the price and quality, whereas consumers with low level of acculturation 
to Chinese values focused on the image. The findings of McCullough et al., (1986) 
revealed that a Western influence causes Chinese values to disappear slowly. 
Wallendorf and Reilly (1983) compared the food consumpfion patterns of 
Mexican-Americans in the Southwest with those of income-matched Anglos living in 
the same region and those of income-matched Mexicans living in Mexico City. Their 
results suggest that the Mexican-American consumption patterns are not a simple 
blending of Mexican and Anglo patterns. Rather, Mexican-American consumption 
patterns suggest the emergence of a unique culture. 
2.4.2 Ethnic Group as Subcultures 
Ethnicity refers to a group with common national or religious backgrounds (Ogden et 
al., 2004). Ethnicity is a demographic characteristic that describes the national or 
geographic origin of an individual. Thus people within the US may be ethnic Chinese 
or Armenian, if they or their ancestors came from China or Armenia respectively 
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(Ackerman & Tellis, 2000). Craig and Douglas (2006) examined patterns of cultural 
adaptation of ethnic Lebanese residing in a predominately French-speaking urban area 
manifested in consumption of traditional ethnic and mainstream culture foods. Their 
results revealed that ethnic identitj' and acculturation are distinct processes, providing 
strong support for dual process models of cultural adaptation. Stayman & Deshpande 
(1989) examined the role of situational ethnicity in consumption behaviour and foimd 
that the relationship between ethnicity and consumption is affected by the situational 
contexts in which choices are made. Their findings suggest that ethnic food choices 
are affected by two situational dimensions, social surroundings and antecedent 
conditions. Situational effects are thought to bring changes in the level of felt 
ethnicity and in the relationship between felt ethnicity and behaviour. Hirschman 
(1981) found that the level of consumer innovativeness is affected by Jewish 
ethnicity. Ethnic groups have been identified to be sharing a common traditional 
heritage, and are of different race, religion, language, or national origin from the 
society in which they live (Robertson 1970). 
2.5 Religion and its influence on Consumer Behaviour 
The adherence of individuals to a particular religious group is called as religious 
affiliation (Hirschman, 1983). Religion serves as a macro-level transmitter of cultural 
values and influences various aspects of the choice behaviour of its members by the 
rules and taboos it inspires, (Mokhlis, 2010). Religion encourages consumers to 
embrace certain values and precepts thereby assisting in the socialization process by 
mediating the effects of other institutions (Terpstra & David, 1991). Vassilikopoulou 
et al., (2006) have suggested that, the difference in behaviour is due to the religious 
preferences and social class. Culture has a significant influence on individual values 
and attitudes, and thus, religion, being an aspect of culture, is expected to have a 
significant influence on consumer shopping styles (Mokhlis, 2010). Among the 
critical elements of the culture is religion, therefore complete knowledge of the 
religion and its influence on consumer behaviour will be essenfial (Sood and Nasu, 
1995; Mokhlis, 2009). Religion is a sub-system of culture that determines the 
customs and norms of the society (Mokhlis, 2009). Although the world is 
continuously changing and progressively becoming more globalized, but religion is 
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still on the top and is a key factor in influencing social and consumer behaviour (Kim 
et al., 2004). 
Religious affiliation influences various aspects of behaviour (Mokhlis, 2010; 
2009; Vassilikopoulou et al., 2006; Schiffman, and Kanuk, 1991; LaBarbera, 1987; 
Schiffman and Kanuk 1983; Hirschman 1982; Hawkins et al., 1980). Religiosity is 
believed to be the responsible for the differences in the consumption habits of 
consumers in different parts of the globe (Moschis & Ong, 2011; MokhUs, 2010; 
Vassilikopoulou et al., 2006; Kim et al. 2004). Religion has an influence on the values 
of an individual (Mokhlis, 2010; Terpstra & David, 1991). Religion serves as a 
greater transmitter of values (Engel and Blackwell, 1982; Hirschman, 1982). Religion 
of an individual also has an influence on the buying decision (Kim et al., 2004). 
Religiosity influences the perceptions of an individual (Freiheit et al., 2006; Swinyard 
et al., 2001; Terpstra & David, 1991; Hirschman, 1983). An Individuals beliefs and 
actions are influenced by the religiosity (Delener, 1994). 
Moschis & Ong (2011) examined the effects of religiosity on well-being and 
changes in consumer preferences of adults and older living consumers in different 
regions of Malaysia. They have found positive effects of religiosity on well-being. 
Differences were found in three main ethnic subcultures of Malaysia (Malays, 
Indians, and Chinese). However, little support was provided for the hypotheses that 
the consistency of consumer brand and store preferences is influenced by religious 
values. Moschis & Ong (2011) have suggested for the additional research on the 
relationship between religiosity and consumer behaviours. Mokhlis (2010) examined 
the similarities and differences in the consumer's shopping styles of religious 
microcultures viz., Muslims, Buddhists and Hindus in the Malaysia. Many similarities 
and differences in consumer shopping styles were found across three religious 
microcultures. It was suggested that religious microcultures should be viewed as 
constituting distinct consumer segments, which may warrant differential marketing 
efforts. Ilyas, et al., (2010) have found that there is a significant impact of culture with 
the consumer behaviour where as the religion is having a significant impact on the 
culture. 
Mokhlis (2009) investigated the effects of religious affiliation on lifestyle, 
information source, shopping orientation, store attributes and preference for store 
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foiTnat across four religious groups viz. Islam, Buddhism, Hinduism and Christianity. 
Mokhlis (2009) has found that the four religious groups show significant differences 
for lifestyle, perceived importance of store attributes and preference for store format. 
However, the differences were nol: found to be significant for information sources and 
shopping orientation. (Mokhlis, 2009) have carried out study to examine the influence 
of religiosity shopping orientation of consumers. The results suggests that there is a 
significant relationship between 1; he three shopping orientation factors viz. quality 
consciousness, impulsive shopping and price consciousness and the religiosity. 
(Mokhlis, 2009) have suggested that religiosity should be considered as a possible 
determinant of shopping orientations in consumer behaviour. Lanying et al., (2009) 
examined the effect of religiosity on consumer choice using the purchase of a mobile 
phone as the basis in China and found that religiosity significantly influences 
shopping behaviour. Their results have shown that a kind of shopper which termed as 
trend shopper is related to religiosity. They further suggest that religiosity should be 
considered as a possible determinant of shopping behaviour in the future. 
Vassilikopoulou et al., (2006) carried out a study to analyze the difference in 
the consumer's perceptions, attitudes and purchasing behaviour of electrical and home 
appliances in Greece. They have found that Christian and Muslim consumers show 
difference in their perceptions of the ideal store and the buying selection criteria. Ken 
neth & Putrevu (2005) in their study of religious influence on consumer behaviour 
have found that religious influence is a multidimensional construct. Religion has both 
positive and negative influence on consumer behaviour, religion motivates an 
individual to use certain products and at the same time the religion restrains an 
individual to use certain products. Five motivational factors: doctrinal, personal 
devotion, value, social and aesthetic were identified by (Lord & Putrevu, 2005). 
An interesting study was carried on Catholic, Hindu and Muslim consumers in 
Mauritius by Essoo & Dibb, (2004) consistent with the studies of (Hirchman, 1983), it 
can be derived from the findings of the research of (Essoo and Dibb, 2004) that the 
religious affiliation has an influence on the consumer behaviour and there are many 
differences in the purchase behaviour of the consumers belonging to different 
religious groups. The authors have suggested that religion should be given a 
considerable importance in the consumer behaviour. They have further suggested that 
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casually religious consumers are more practical in their shopping behaviour than 
devout consumers, attaching more importance to price deals and credit availability. 
Their findings further suggest that Muslim consumers put more emphasis on the price, 
promotion and store credit facilities than Hindus and Catholics. 
Kim et al., (2004) analyzed religion and intensity of belief on attitudes towards 
the advertising of particular controversial products and services. A questiormaire was 
distributed to 1,393 people across six different countries and resulting in samples of 
four main religious groups viz. Islam, Christianity, Buddhism and non-religious 
believer groups (mainly Taoism and Confucianism). The results revealed that there 
are significant differences in the attitudes of the four religious groups towards the 
advertising of controversial products. Sood and Nasu (1995) studied the influence of 
religiosity on consumer behaviour of consumers across two different cultures 
(Japanese and American) to make a comparison. The study of Sood and Nasu (1995) 
reveals that there are no differences in the consumer behaviour shopping between the 
devout and casually religious consumer in the Japan. Thus religion does not hold any 
relation with the consumer beha\'iour in Japanese culture, whereas devout American 
Protestants were found to shown considerably different consumer behaviour than the 
casually religious Protestants. Thus, this indicating that there is a relation between the 
religion and consumer behaviour in U.S.A. culture. 
Nejdet (1994) explored the relationships between religiosity and consumer-
related marital roles in the process of automobile purchase decision making. Data 
were collected from Catholic and Jewish households residing in the northeast region 
of the US. They found that differential role behaviour varies according to religious 
influences. Lynn et al., (1993) have explored the importance of the religion, 
religiosity and values in consumer behaviour. A representative national sample of 
1500 residents of Singapore participated in a face to face survey about these topics 
and consumer lifestyles. Religiosity was measured with two correlated but 
meaningfully different items, importance and identity. Results imply that values, 
religion and religiosity have significant influence on consumer attitudes and 
behaviour. Therefore the people from different religions have different consumer 
values. The study of Lynn et al., (1993) further suggests that in order to understand 
the consumer behaviour, it is important to understand the role of religion in the 
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consumer's cognitive and social life. Bailey and Sood (1993) analyzed the influence 
of religion on consumer behaviour in Washington. The differences were examined 
across six religious groups viz. Buddhism, Hinduism, Islam, Judaism, Catholic and 
Protestant. Significant differences were found in the consumer behaviour across six 
religious groups. Hindus were found to be rational consumers. 
McDaniel & Burnett (1990) studied the influence of religiosity on consumer 
evaluation of the importance of various retail department store attributes. Significant 
relation was found between the religious commitments of consumers and retail store 
patronage. The most consistent relationship was found between the religious 
commitment and the importance placed by the consumers on sales personal 
friendship/assistance. Sheth (1983) presented a very helpful work to outline the 
influence of religion on shopping behaviour in his shopping preference theory. Sheth 
(1983) suggests that the values of an individual influence the consumer behaviour and 
the values intern are shaped by the religion and religiosity. 
The findings of Hirschman (1983) suggest that the evaluation criteria in 
making entertainment and transportation choices by Jewish, Catholic, and Protestant 
consumers are different. In a series of studies by carried out by the (Hirschman, 1981; 
1983), the findings of the Hirschman (1981) suggest that the innovativeness is high 
and brand loyalty is low in the Jewish consumers than the non-Jewish consumers. As 
per the findings of (Hirschman, 1982) the influence of price, location, transportation 
is more on Catholic consumers than Protestant consumers in making entertainment 
related choices. 
2.6 Models of Cross Culture Research 
There is lack of integrative cross-cultural models in the Research on international 
consumer behaviour and there is need of powerful frameworks are needed (Douglas 
and Craig, 1994). Cross cultural research as an ignored area of consumer behaviour 
has been acknowledged by many authors like (Sheth and Sethi, 1977; Raju, 1995; 
Manrai and Manrai, 1996; Luna and Gupta, 2001). Boddewyn (1981) calls for a 
strong cross cultural frame work in the cross cultural consumer behaviour and 
suggests that the lack of financing and methodological frameworks has been causing 
difficulties in the cross cultural consumer research. However, since 1980 many 
comprehensive models have been developed for understanding the cross cultural 
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differences especially in the last decades. Some of the important models are; 
(Hofstede, 1980; 1991; Schwartz, 1994; 1997; Triandis, 1994). These models have 
been chiefly used in the international marketing by the researcher for cross-national 
positing and for devising studies. These models have been highly helpful in the 
understanding the differences between the national and international cultures (Lee, 
2000). 
Hofstede (1980; 1991) model is considered to be the most prominent national 
cultural framework. Hofstede have defined four dimensions that account for cross 
cultural variation viz. Individualism/collectivism, power distaince, masculinity/ 
femininity, and uncertainty avoidance. Hofstede introduced four dimensions in 1980 
and the fifth dimension was introduced in 1988. The Hofstede model (Hofstede 2001; 
Hofstede & Hofstede 2005) differentiates cultures according to five dimensions: 
power distance, individualism/collectivism, masculinity/femininity, uncertainty 
avoidance and long/short-term orientation. These dimensions are based on five 
fundamental problems which society faces; (a) the relationship between the individual 
and the group (b) Social inequality (c) Social implicafions of gender (d) Handling of 
uncertainty inherent in economic and social processes. 
Many Limitations of the Hofstede's framework are overcome by Schwartz's 
framework. Schwartz's framework is based on his determining work on human values. 
Schwartz (1992) identified 56 values which were then reduced to 45 across cultures to 
find out the intercultural variation. Survey on school teachers and college students 
across 67 countries was carried out and based on the importance given to the items by 
each country; Schwartz concluded that the national cultures differ across seven 
dimensions. These dimensions are conservatism, intellectual autonomy, affective 
autonomy, hierarchy, egalitarian commitment, mastery and harmony (Schwartz, 1994, 
1997; Smith & Schwartz, 1997). The above cultural domains are defined by three 
societal issues identified Schwartz Viz. Relations between individual and group; 
Assuring responsible social behaviour; and the role of humankind in the natural and 
social world. 
To achieve the goal of understanding the difference in the consumer behaviour 
across different cultures has led to emergence of cross cultural consumer behaviour 
models. Sheth and Sethi (1977) developed a comprehensive theory of cross-cultural 
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buyer behaviour in order to understand the differences in the perceptions, evaluations 
and way of consuming products and services among cultures developed a 
comprehensive theory of cross-cultural buyer behaviour. The basic idea behind the 
theory is that the cultures can be ranked according to their degree of resistance to 
change and that multinationals function as innovation and change agents. The model 
explains the introduction of new products by the multinational companies operating in 
different cultures and diffusion of innovation in different cultures. Thus the difference 
in the tendency of cultures towards change the core construct of this model. 
Raju's A-B-C-D (1995) developed a paradigm model to understand the buying 
behaviour and consumption styles within different cultures. According to Raju (1995) 
purchase and consumption process in any culture takes place in four stages viz. 
Access, buying, consumption, and disposal. Access refers to providing the physical 
and economic access of the products and services to consumers within a culture. The 
buying stage consists of the factors influencing the purchase decision and among the 
critical ones are perceptions of the consumer towards product, consumer loyalty and 
attitudes toward Marketing and the choices available within the culture. The 
consumption stage refers to the type of products and services consumed within a 
culture and depend on the cultural orientation etc. The disposal refers to the resale, 
recycling and remanufacturing. 
Manrai & Manrai (1996) developed a model to imderstand the effect various 
factors particularly culture on consumer behaviour. They have classified the 
components/consequences of culture, into social, personal, and psychological 
categories. These were further classified as intermediary variables or processes 
influencing various spheres of consumer behaviour like product acquisition and 
consumption behaviour; adoption/diffusion of innovations; complaining/ 
complimenting behaviour; responses to advertising/Marketing communication; 
responses to distributional aspects; and responses to pricing aspects. 
Luna & Gupta, (2001) puit forward the twofold direct and indirect influence of 
culture on consumer behaviour through marketing communications. According to 
them the culture influences behaviour tlirough its manifestations: values, heroes, 
rituals, and symbols. Values hsive been thought to play an essential role, which is 
believed to affect the other manifestations of culture. They have based their model on 
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the definition of consumer behaviour which has been put forth by the American 
Marketing Association according to which the consumer behaviour is a dynamic 
interaction of affect and cognition, behaviour, and the environment by which human 
beings conduct the exchange aspects of their Hves (Luna and Gupta 2001). 
Sproles and Kendall (1986) developed a comprehensive instrument called as 
consumer style inventory (CSl) a more parsimonious scale with 39 items to profile 
and measure consumer decision making styles empirically. They administered the 
questionnaire to 482 students in 29 home economics classes in five high schools in the 
Tucson, Arizona area. Eight basic mental characteristics of consumer decision-
making styles were identified by (Sproles and Kendall, 1986). The eight factor model 
proposed by the (Sproles and Kendall, 1986) consists of the following eight 
characteristics of consumers: 
• Perfectionism or high quality consciousness (This factor measures perfectionistic, 
high quality consciousness consumer characteristics). 
• Brand consciousness 
• Novelty-fashion consciousness 
• Recreational, hedonic shopping consciousness 
• Price consciousness 
• Impulsiveness 
• Confusion faced due to over Choice (from a proliferation of brands, stores, and 
consumer information for example) 
• Habitual, brand-loyal orientation towards consumption. 
The consumer style inventory is very popular among the researchers and has been 
cheaply used by the authors especially for comparing the consumer decision making 
styles. Since the development of CSI, it has been used in number of studies in many 
nationalities. 
Americans (Sproles and Kendall, 1986; Lysonski et al. 1996), Korea 
(Hafstrom et al. 1992), China (Fan et al. 1997; Fan and Xiao, 1998; Hiu et al. 2001), 
New Zealand (Durvasula et al, 1993; Lysonski et al., 1996), Greek (Lysonski et al. 
1996), Indians (Lysonski et al. 1996; Canabal, 2001; Dash and Minaketan, 2008; 
Patel, 2008), Germans (Walsh and Vincent, 2001), British (Mitchell and Bates, 
1998), South African (Radder et al, 2006), Malaysia (Wan Omar et al. 2009; 
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Mokhlis, 2009) and Turkish (Gonen and Ozmete, 2006; Kavas and Yesilada, 2007). 
Brazil (DosSantos & Fernandes, 2006) as well as across different countries (e.g. USA, 
New Zealand, India and Greace: Lysonski, Durvasula & Zotos, 1996; China and 
Macau: Ng, 2005). 
CSI in India has been used in limited number of studies and most of which 
have been conducted on South Indian consumers. Mishra (2010) has carried out a 
study on 425 young-adult Indian consumers to check the applicability and 
generalisability of (Sproles and Kendall's, 1986) consumer styles inventory (CSI). 
The study has confirmed the applicability of the original US characteristics to the 
Indian context. The results obtained were more satisfactory as compared to previous 
studies. The factors confirmed were quality consciousness, impulsiveness, price 
consciousness, confused by over choice, brand consciousness, store loyalty, fashion 
consciousness, recreational and brand loyalty 
CSI developed by Sproles and Kendall (1986) was also used by (Patel, 2008) 
to profile the decision making styles of Consumers in shopping malls of Ahmedabad 
city of Gujarat, India. Six decision making styles price consciousness, quality 
consciousness, recreational, confused by over choice, novelty consciousness, and 
variety seeking have been confirmed in the Patel's study. Out of which on four 
decision-making styles were actually from Sproles and Kendall's scale. These 
decision making styles were price consciousness, quality consciousness, confused by 
over choice, and recreational shopping consciousness. Four of the eight decision 
making styles of (Sproles and Kendall's, 1986) fashion consciousness, brand 
consciousness, impulsiveness, and brand loyalty were not confirmed in Indian 
environment. 
Dash and Minaketan (2008) used CSI to carry out a study for finding out the 
difference in the shopping habits of the rural and urban consumers and the effect of 
socio cultural factors on the shopping habits of consumers of Ganjam district of 
Orissa. Their study revealed that, the rural and urban consumers under the study 
behave differently while purchasing textile and socio cultural factors have an 
influence on the shopping habits of consumers. 
39 
Canabal (2001) also investigated the decision making styles of South 
Indian consumers utilizing CSI. Using data collected from 173 college students from 
two institutions of higher education in the city of Coimbatore, South India, Canabal 
identified five decision making styles of South Indian. These styles were brand 
conscious style, high quality conscious / perfectionist style confused by over choice 
style, impulsive / brand indifferent style, and recreational shopper style. 
2.7 Research Gap 
There are numerous studies concerning behavioural differences in consumers across 
nations when we come across the international marketing literature (e.g. Brass 1991; 
McCarty and Hattwick 1991; Hafstrom, et al. 1992; Lynn, et al. 1993; Lysonski et al. 
1995; Nakata and Sivakumar 1996; Aaker and Williams, 1998; Chu et al., 1999; 
Steenkamp, et al., 1999; Chow et al., 2000; Ng, 2005). Thus significant contributions 
have been made by the above researchers in understanding the consumer behaviour 
differences between the nations. However, after extensive literature survey it can be 
concluded that there is a limited research on the differences shown by the consumers 
at subcultural level. Therefore, there is a gap in the research at intra-national level and 
within national boundaries, oi" within the countries itself and the same has been 
acknowledged by many authors like (Heslop, Papadopoulos et al. 1998; Ogden et al., 
2004; Walters et al., 2007, Zhou et al. 2010). 
Furthermore there has been no study comparing the sub cultural groups within 
the Jammu and Kashmir StattJ itself as for as literature review is concerned. The 
consumer style inventory (CSI) developed by the (Sproles and Kendall, 1986) has 
been used in India by only few authors like (Canabal, 2001; Dash and Minaketan, 
2008; Patel, 2008). Present time calls to have some studies on cultural groups within 
countries (Gerald & Peterson, 1984). Inspite of the increased importance of cultural-
related research in marketing, ethnic subcultures has been ignored by most of the 
researchers (O'Guinn and Faber 1985; O'Guinn et al., 1986; Kara and Kara 1996). 
Marketers are hindered and feel handicapped at the time of formulating 
marketing strategies and making decisions related to ethnic, or subcultural, marketing 
due to lack of research on imbcultural differences. Therefore, it is essential to 
understand the sub cultural differences that exist within a nation for the success of the 
marketers (Ogden et al., 2004). In order to meet the growing needs of the market, it is 
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important for marketers to develop knowledge of consumer characteristics and group 
level preferences of the consumers as subcultures, also termed to as microcultures 
(Ogden, et al., 2004). Present market calls for using different marketing tactics and 
strategies for different consumer needs and responses (Ogden et al., 2004). Marketers 
can come with more effective marketing strategies if they are having the awareness of 
how various consumer groups within the same nation view relationships among 
marketing constructs (Thelen et al., 2006). It is important to study the culture because 
of its widely spreading influenc;e on consumer behaviour (Craig & Douglas, 2006). 
Though some studies have been carried out in South and West Indian states, 
studies on sub cultural influence on consumer behaviour do not seem to have been 
carried out in North India. Thus the current study will be highly useful to address to 
the gap in the research on subcultures in the Indian context. Moreso, as the researcher 
has not been also to come across any study on subcultural influence on consumer 
behaviour in the state of Jammu and Kashmir. The researcher thus found it useful to 
bridge the gap in the literatur(2 relating to the influence of subculture on consumer 
behaviour and its implication for marketers. 
41 
Chapter 3 
Research Methodology 
3.1 Statement of Problem 
3.2 Scope of the Study 
3.3 Objectives of The Study 
3.4 Development of Hypothesis 
3.5 Research Design 
3.6 Instrumentation 
3.7 Pilot Study 
3.7.1 Validity 
3.7.1.1 Face Validity 
3.7.1.2 Content Validity 
3.7.2 Reliability 
3.8 Population, Sampling Method and Procedures 
3.8.1 Sample Size 
3.8.2 Rationale for Choosing General Public as Sample 
3.9 Data Collection 
3.10 Factor Analysis 
3.11 Strategy for Data Analysis 
3.12 Limitations of Study 
CHAPTER 3 
RESEARCH METHODOLOGY 
Chapter Overview 
This chapter details out the statement of the problem, the scope of the study and 
highlight the objectives for canying out the study. The hypotheses formulated for this 
study and the research design that has been adopted to carry out the study have been 
presented in this chapter. This chapter also contains the questiojinaire design and its 
administration, the sampling method adopted and work plan of survey. The chapter 
also highlights the methods used in the data collection. 
3.1 Statement of the Problem 
Consumer behaviour is dynamic and keeps changing from time to time and from 
situation to situation. Therefore;, in order satisfy a customer and to have an edge over 
the competitors, the marketing practices have to be dynamic. Thus it is very important 
for the marketers to know the changing preferences of customers. At the same time it 
is very important to have a clear understanding of the factors that affect the consumer 
behaviour. Because it not possible to understand the consumer behaviour until we are 
not familiar with the factors that tend to make a consumer behave in a certain way 
under a given situation. One of the most important factors that affect the consumer 
behaviour is culture. A company cannot succeed in the market if it operates with the 
same marketing practices in all cultures. Thus, to cope with the differences in culttires 
has emerged as a big challenge for companies. To have a clear understanding of a 
culture, it is very important to have a clear understanding of the various subculture. 
Thus, it is very important for the marketers to have better understanding the influence 
of subcultures on consumer behaviour. 
There has been a huge research on the cross cultural differences. The variation 
in consumer behaviour from country to country has been studied by many researchers. 
However there is a very limited research on the variation of consumer behaviour from 
the perspective of subculture. 
There has been little research on FMCG products in Jammu and Kashmir. The 
Jammu and Kashmir State consists of four main regional subcultures viz. Jammu, 
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Kashmir, Ladakh and Gujjars and three reUgious subcuhures viz. Muslims, Hindus, 
and Others (Sikhs, Christians and Buddhists). Unfortunately most of the marketers 
treat Jammu and Kashmir as a single market. Thus, the present time calls for studying 
the influence of subculture on consumer behaviour in the State .Fammu and Kashmir 
for selected FMCG products. The products selected for the study are personal care 
products, dairy products, beverages and detergents. 
In this Study we have studied the influence of two sub cultural parameters viz. 
region and religion on the thirteen consumer behaviour variables like brand 
consciousness, brand loyalty, quality consciousness, price consciousness, 
consciousness with respect to origin of the product, health consciousness, packaging 
consciousness, quantity of purchase, promotion consciousness, choice of retailer, 
choice of mode of payment, impulsiveness and the confusion faced due to over choice 
for the FMCG products. 
This study will serve as a guide line for national and international marketers. 
That is why we are studying the influence of subculture on consumer behaviour in 
Jammu and Kashmir State for specific FMCGs. 
3.2 Scope of the Study 
This study investigates the influence of two sub cultural groups, viz. region and 
religion on the thirteen consumer behaviour parameters. These consumer behaviour 
parameters are brand consciousness, brand loyalty, quality consciousness, price 
consciousness, consciousness with respect to origin of the product, health 
consciousness, packaging consciousness, quantity of purchase, promotion 
consciousness, choice of retailer, choice of mode of payment, impulsiveness and the 
confusion faced due to over choice, for four FMCG (Fast Moving Consumer Good) 
categories i.e. Personal care product, dairy products, beverages and detergents. The 
scope of this study also goes up to the state Jammu and Kashmir only. This is because 
general public of State Jammu and Kashmir have been selected for the study. 
3.3 Objectives of the Study 
The study broadly attempts to investigate the similarities and differences in the 
consumer behaviour based on region and religion in the Jammu and Kashmir for the 
Selected FMCG products. Various objectives of the study are as under: 
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• To study the influence of the subcuhure on the brand consciousness, brand 
loyalty, impulsiveness in purchasing and confusion faced by the respondents due 
over choice of brands. 
• To study the influence of the subculture on the quality consciousness, health 
consciousness and origin of the product. 
• To study the influence of subculture on packaging consciousness, quantity of 
purchase and promotion consciousness. 
• To study the influence of subculture on the Price consciousness, choice of retailer 
and choice of mode of payment. 
3.4 Development of Hypotheses 
The hypotheses have been formulated on the basis of the literattire review and the 
objectives of the study. The h}/potheses for thirteen consumer behaviour parameter 
have been formulated on the reg;ion and religion basis for each product. 
Hoi- Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Personal Care Products 
There is no significant difference in the (Hoigj brand consciousness; (RQ\\) brand 
loyalty; (HQIQ' impulsiveness; (HoidJ confusion faced across the four subcultural 
groups based on the region for the personal care products. 
There is no significant difference in the fHoi^ J brand consciousness; (Hoi{^  brand 
loyalty; (Hoig) impulsiveness; (¥{Q\\) confusion faced across three subcultural groups 
based on religion for the personal care products. 
Ho2- Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis Personal Care Products 
There is no significant difference in the (WQI^ quality consciousness; fHo2by' health 
consciousness; fHoiJ origin of product across the four subcultural groups based on 
the region for the personal care products. 
There is no significant difference in the (Hold) quality consciousness; (Ho2qj health 
consciousness; fHo2{) origin of product across the four subcultural groups based on 
the religion for the personal care products. 
Ho3. Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis Personal Care Products 
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There is no significant difference in the (Hosgj packaging consciousness; (Wo-ih) 
quantity of purchase; fHosei promotion consciousness across the four suhcultural 
groups based on the region for the personal care products. 
There is no significant difference in the (Hosd) packaging consciousness; (Ho3e^  
quantity of purchase; fHo3i^  promotion consciousness across the three subcultural 
groups based on the religion for the personal care products. 
Ho4.Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis Personal Care Products 
There is no significant difference in the (H049J price consciousness; (VioAh) choice of 
retailer; (H04J choice of mode of payment across the four subcultural groups based 
on the region for the personal care products. 
There is no significant difference in the fHo4ci) price consciousness; (H04J choice of 
retailer; fHo4f) choice of mode of payment across the three subcultural groups based 
on the religion for the personal care products. 
H05. Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Dairy Products 
There is no significant difference in the (Hos^ j brand consciousness; (Hosbj brand 
loyalty; (HOSQ) impulsiveness; (HosdJ confusion faced across the four subcultural 
groups based on the region for the dairy products. 
There is no significant difference in the (Hose^  brand consciousness; (Hosf) brand 
loyalty; (Hosgj impulsiveness; fHoshJ confusion faced across three subcultural groups 
based on the religion for the dairy products. 
H06- Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Dairy Products 
There is no significant difference in the (TI069) quality consciousness; (Hoebj health 
consciousness; fHoeg) origin of product across the four subcultural groups based on 
the region for the dairy products. 
There is no significant difference in the fHo6a) quality consciousness; fHo6e^  health 
consciousness; fHoef) origin of product across the four subcultural groups based on 
the religion for the dairy products. 
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Ho7- Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Dairy Products 
There is no significant difference in the fHovaJ packaging consciousness; fHoyb^  
quantity of purchase; (HOVQ) promotion consciousness across the four subcultural 
groups based on the region for the dairy products. 
There is no significant difference in the (liovdi packaging consciousness; (Ho7e^  
quantity of purchase; (Ho7f) promotion consciousness across the three subcultural 
groups based on the religion for the dairy products. 
Ho8-Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for EJairy Products 
There is no significant difference in the (}\Q%^ price consciousness; (Hosby) choice of 
retailer; (Hosc) choice of mode of payment across the four subcultural groups based 
on the region for the dairy products. 
There is no significant difference in the fHosd) price consciousness; (Hog^ ) choice of 
retailer; fHosf* choice of mode of payment across the three subcultural groups based 
on the religion for the dairy products. 
Ho9- Brand Consciousness, Brand loyalty, Impulsiveness and Confusion faced on 
Region and Religion Basis for Beverages 
There is no significant difference in the (Ho9g) brand consciousness; (Ho9bj brand 
loyalty; (H09J impulsiveness; (Ro^d) confusion faced across the four subcultural 
groups based on the region for the beverages. 
There is no significant difference in the fHoQe/* brand consciousness; (Ho9£^  brand 
loyalty; (Ho9gj impulsiveness; (TloghJ confusion faced across three subcultural groups 
based on the religion for the beverages. 
Hio- Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Beverages 
There is no significant difference in the fHiog) quality consciousness; (Hiobj health 
consciousness; (HIOJ origin of product across the four subcultural groups based on 
the region for the beverages. 
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There is no significant difference in the (Hi04) quality consciousness; fHioe) health 
consciousness; (Hiot;) origin of product across the four subcultural groups based on 
the religion for the beverages. 
Hii. Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Beverages 
There is no significant difference in the (Wn^) packaging consciousness; (Hub^ 
quantity of purchase; (Hup) promotion consciousness across the four subcultural 
groups based on the region for the beverages. 
There is no significant difference in the (Hi 14) packaging consciousness; (HnJ 
quantity of purchase; (Hnj) promotion consciousness across the three subcultural 
groups based on the religion for the beverages. 
Hi2-Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for Beverages 
There is no significant difference in the (Wn^ price consciousness; (Hi2bi choice of 
retailer; (H12J choice of mode of payment across the four subcultural groups based 
on the region for the beverages. 
There is no significant difference in the (Rud) price consciousness; (^n^ choice of 
retailer; (Hi2fj choice of mode of payment across the three subcultural groups based 
on the religion for the beverages. 
H13. Brand Consciousness, Brand loyalty. Impulsiveness and Confusion faced on 
Region and Religion Basis for Detergents 
There is no significant difference in the (Rn^) brand consciousness; (HisbJ brand 
loyalty; (Hogj impulsiveness; (Hi3(jj confusion faced across the four subcultural 
groups based on the region for the detergents. 
There is no significant difference in the (HneJ brand consciousness; (H135) brand 
loyalty; (H^g) impulsiveness; (Wu\) confusion faced across three subcultural groups 
based on the religion for the detergents. 
H14. Quality Consciousness, Health Consciousness and Origin of product on 
Region and Religion Basis for Detergents 
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There is no significant difference in the (H^ijj quality consciousness; fHi4bj health 
consciousness; (H14J origin of product across the four subcultural groups based on 
the region for the detergents. 
There is no significant difference in the (HH^J quality consciousness; (\iiuz) health 
consciousness; (Hi4{) origin of product across the four subcultural groups based on 
the religion for the detergents. 
H15. Packaging Consciousness, Quantity of Purchase and Promotion 
Consciousness on Region and Religion Basis for Detergents 
There is no significant difference in the (H159J packaging consciousness; (R\sh) 
quantity of purchase; fHifg) promotion consciousness across the four subcultural 
groups based on the region for the detergents. 
There is no significant difference in the (Hi54) packaging consciousness; (His j^ 
quantity of purchase; (R\s^ promotion consciousness across the three subcultural 
groups based on the religion for the detergents. 
Hi6-Price Consciousness, Choice of Retailer and Choice of Mode of Payment on 
Region and Religion Basis for Detergents 
There is no significant difference in the fHi6a) price consciousness; (V{\(,\) choice of 
retailer; (HieJ choice of mode of payment across the four subcultural groups based 
on the region for the detergents. 
There is no significant difference in the fHieoJ price consciousness; (R\(,^ choice of 
retailer; fHief) choice of mode of payment across the three subcultural groups based 
on the religion for the detergents. 
3.5 Research Design 
The main objective of the current study was to examine the sub cultural influence on 
consumer behaviour for FMCGs among the four regional sub cultural groups viz. 
Jammu, Kashmir, Ladakh and Gujjars and three religious sub cultural groups viz. 
Muslims, Hindus and others of the State of Jammu and Kashmir, India. Since the 
study is exploratory in nature, single cross sectional research design, a research design 
categorized under descriptive approach was used in this study. 
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Source: Malhotra, K. N. (2007). Marketing Research: An Applied Orientation (3rd ed.). Harlow, UK: Pearson 
Education. 
3.6 Instrumentation 
Sproles and Kendall (1986) developed a comprehensive instrument called as 
consumer style inventory (CSI), a more parsimonious scale with 39 items to profile 
and measure consumer decision making styles empirically. They administered the 
questionnaire to 482 students in 29 economics classes in five high schools in the 
Tucson, Arizona area. Eight basic mental characteristics of consumer decision-
making styles were identified by Sproles and Kendall (1986). The CSI is very popular 
among the researchers and has been cheaply used by the authors especially for 
comparing the consumer decision making styles. Since the development of CSI, it has 
been used in number of studies in many nationalities. Bordens and Abbott (1996 & 
2008) has advised the use of previously validated instruments to avoid spending 
precious time in the validation process, especially when one is new to a research area. 
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Table 3.1: Identification of the Consumer Decision Making Styles 
Factor Source 
I 
Brand 
Consciousness 
(Sproles and Kendall, 1986, Aaker 1996; Shimp 2003; Henderson 
and Cote 1998; Henderson et al., 2003; Henderson et al., 2004; Klink 
2003; Pieters and V/edel 2004; Keller and Lehmann, 2006). 
Brand 
Loyalty 
(Sproles and Kendall, 1986; Nemati, 2010; Baloglu, 2002; 
Thompson et al, 2000; Oliver, 1999; Jacoby & Chestnut, 1978; Raju, 
1980; Lam, 2007; Bennett & Thiele 2005). 
Quality 
Consciousness 
(Sproles and Kendall, 1986; Shine et al., 1997b; Trognon et al., 
1999; Krystallis and Ness, 2005; Han 1989; Acebron and Dopico, 
2000). 
Price 
Consciousness 
(Sproles and Kendall, 1986; Rao, 1992; David and Gerard, 2001; 
Salop & Stiglitz, 1977; Varian, 1980; TeUis & Wemerfelt, 1987; 
Clark, 1990; Graham et al., 1988). 
Consciousness 
with respect 
to Origin of 
the Product 
(Elliott and Cameron, 1994; Garland and Coy, 1993; Netemeyer et 
al, 1991; Ahmed and d'Astous, 1996; Kaynak, 1989; Kaynak and 
Cavusgil, 1983; Lantz and Loeb, 1996; Nagashima, 1970; Netemeyer 
et al., 1991; Okechuku, 1994; Roth and Romeo, 1992; Wall et al., 
1991; Ettenson, 1993; Liefeld et al., 1996) 
Health 
Consciousness 
(Sun, et al, 2009; Lorinczi, 2008; Magnusson et al., 2003; 
Schifferstein «& Oude Ophuis, 1998; Kraft and Goodell, 1993; Kraft 
and Goodell 1993; Jayanti and Bums, 1998; Agras, 2003). 
Packaging 
Consciousness 
(Simms & Trott, 2010; Silayoi and Speece, 2004; Wansink and 
Huffman, 2001; Sara, 1990; Prendergast and Pitt, 1996; McDaniel 
and Baker, 1977; Prendergast and Pitt, 2000; Wells et al., 2007; 
Estiri, et al., 2010; Rundh, 2005; Wells et al., 2007). 
Choice of 
Retailer 
(Freymann, 2002; Fotheringham, 1988; Meyer and Eagle, 1982; 
Brown 1989; Craig et al., 1984; Arnold et al., 1983; Dawar and 
Parker, 1994; Mitchel and McGoldrick, 1996; Mitchell and Harris, 
2005). 
Promotion 
Consciousness 
(Chaharsoughi & Yasory, 2012; Huff & Alden, 1999; Yee and Sidek, 
2008; Rowley, 1998; Ailawadi et al. 2001, Anderson and Simester 
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Quantity of 
Purchase 
Choice of 
' Mode of 
Payment 
Impulsiveness 
Confusion 
faced due to 
Over Choice 
2004, Dekimpe & Hanssens, 1999; Mela et al., 1997; Laroche, Pons 
and Tumel, 2002; Nakata & Sivakumar, 2001; Chaharsoughi & 
Yasory,2012). 
(Dolan, 1987; Wansink, 1996). 
(Wilkes et al., 1986; Ludvigson, 1999; Essoo and Dibb, 2004; 
Beaton, 2009). 
(Sproles and Kendall, 1986; Rook, 1987; Bayley & Nancarrow, 
1998; Omar and Kent, 2001; Kacen & Lee, 2002; Koski ,2004; 
Parboteeah, 2005; Virvilaite, 2009). 
(Sproles and Kendall, 1986; Huffman and Kahn, 1998; Jacoby and 
Morrin, 1998; Mitchell and Papavassiliou, 1999; Walsh & Mitchell, 
2008; Kamakura et al., 1988; Mitchell et al. 2005; Kamaruddin and 
Kamaruddin, 2009; Leo et al.; 2005; Leek 8c Kun 2006). 
Seven new styles which consisted of 30 items were added to the CSI by the researcher 
after doing exhaustive literature survey and keeping in view the consumption pattern 
of Jammu and Kashmir and two decision making styles were dropped from the CSI. 
Thus, the final questionnaire consiisted of 13 consumer decision making styles (Table 
3.1) which have been substantiated by literature review, as given below: 
• Brand Consciousness 
Cultural and linguistic aspects of branding have also been examined by many 
researchers, e.g., difference in the effectiveness of Chinese versus English brand 
names (Schmitt et al., 1994; Pan & Schmitt, 1996; Zhang & Schmitt, 2001), the 
market value of the global brands (Steenkamp et al., 2003). 
• Brand Loyalty 
According to Jacoby & Chestnut (1978) brand loyalty is a psychological process 
of an unfair preference for one or more brands. When a customer sticks with a 
same brand over time is called as brand loyalty (Raju, 1980). Lam (2007) carried 
out an exploratory study to e>camine the influence of culture on proneness to brand 
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loyalty. The result of Lam (2007) suggests that culture can influence consumers 
attitudes and behaviour. 
• Quality Consciousness 
Quality has been defined as a bundle of extrinsic quality cues such as quality 
assurance labels, health-related information, country-of-origin indication, bottling 
material and price (Krystallis & Ness, 2005). Trognon et al., (1999) argue that 
profile of the quality conscious consumer is affected by the place of residence. 
The results of Masood & Tawab (2012) suggested that price and quality of the 
product are the most important factors influencing a consumer's purchase 
decision. They further suggest that the consumer perceives the quality of a brand 
with its price, the higher the price the greater the quality. 
• Price Consciousness 
Price of a particular item in a particular setup is defined as economic value 
advantages that a consumer perceives to have acquired, by exchanging a particular 
item from a particular retail setup (Rajnish & Amit, 2004). Ackerman & Tellis 
(2001) have found that differ substantially between Chinese and American 
cultures. 
• Consciousness with Respect to Origin of the Product 
It is has been suggested by many authors like Netemeyer et al., (1991) that there is 
an essential need to determine consumers' attitudes toward domestic and foreign 
products. The effect of the country of origin of the product on the consumers 
decision making has been studied by many authors like (Alimed and d'Astous, 
1996; Elliott and Cameron, 1994; Garland and Coy, 1993; Kaynak, 1989; Kaynak 
and Cavusgil, 1983; Lantz and Loeb, 1996; Lawrence et al., 1992; Nagashima, 
1970; Netemeyer et al., 1991; Okechuku, 1994; Roth and Romeo, 1992; Wall et 
al., 1991; Ettenson, 1993; Liefeld et al., 1996), Peris et al., 1993). 
• Health Consciousness 
Kraft and Goodell (1993) treat health motivation as actions and behaviours of 
individuals to prevent their health. Thus consumers who do not have health 
motivation would not read the ingredients on food labels. The health and diet 
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behaviour of an individual is affected by many factors like biological, familial, 
social and cultural factors (Agras, 2003). People from different cultures seem to 
have similar interpretations about healthy eating and nutritional intake (Sun, et al., 
2009). 
• Packaging Consciousness 
In the fast moving consumer goods packaging plays an important role in the 
success of a product (Simms & Trott, 2010). Silayoi & Speece (2004) in their 
study of packaging and purchasing decisions admit that in case of products like 
FMCGs the packaging can become the product itself. The decision of customer to 
purchase a product is highly affected by the packaging of the product (Sara, 1990; 
Prendergast and Pitt, 1996; McDaniel and Baker, 1977; Wells et al., 2007, Wells 
et al., 2007; Estiri, et al., 2010). Consumers put high emphasis on the packaging 
incase of the low involvement products (Estiri, et al., 2010). Tanuka et al., (2009) 
found that product valuation is positively impacted by more appealing packaging. 
• Choice of Retailer 
With the difference of location aspect associated with the store, the store choice 
behaviour of consumers is pretty much similar to the brand choice behaviour of 
the consumers (Sinha & Banerjee, 2004). Thus the brand choice is not dependent 
on the location aspect, while the store choice is dependent on the location and 
much influenced by location (Fotheringham, 1988; Meyer and Eagle, 1982). 
Some authors believe that store choice of a consumer is guided by the store 
attributes rather than location of the store like Price (Bell, Ho and Tang, 2001; 
Freymann, 2002; Arnold et al.; 1983), store atmospherics, store ambience and 
store environment (Kotler, 1973; Baker et al.; 1992). It was found by (Dawar and 
Parker, 1994) in a study of 640 MBA students from 38 nationalities that 
consumers use brand name, price, retailer reputation, and physical appearance of 
the product as signs of quality universally. Store choice of consumers is also 
thought to be affected by the store image (Martineau, 1958). 
• Promotion Consciousness 
Consumer responses towards sales promotion are highly influenced by culture 
(Nakata & Sivakumar, 2001). Results of Chaharsoughi & Yasory (2012) have 
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concluded that sales promotion act as a moderator of the effect of culture on the 
consumer behaviour. Laroche et al., (2002) suggested that the consumer response 
for the promotional strategies should vary across various cultural sub-groups. 
Florsheim & Claudette (1996) found that effectiveness of promotion in case of 
services is affected by the culture. The findings of Huff & Alden (1999) suggest 
that due to geographic and cultural proximity between Taiwan, Thailand and 
Malaysia, there are significant differences in their response to sales promotions. 
Therefore, firms may find it difficult to standardize consumer sales promotion 
strategies across the developing and newly industrialized countries of Asia. While 
most of cultural promotional influences have been carried out at a national level, 
therefore is a need to carry out research on the effectiveness of promotional 
activities on intra-country cultural groups (Gerald and Peterson, 1984). 
Quantity of Purchase 
Quantity of purchase refers to the amount of products purchased by the consumers 
at one time, which can be in the form of bulk purchases, small quantities, big 
packs and small packs. Some consumers may purchase in large quantities to get 
discount, some to save time and effort, some to keep as stock and some to bargain. 
Quantity discounts is often used by the marketers to speed up purchase quantities 
(Wansink, 1996). Marketers are allowed by the quantity discounts to price 
discriminate against homogeneous consumers by setting the unit price at each 
purchase quantity equal to consumers' marginal valuations at that quantity 
(Dolanv, 1987). 
Choice of Mode of Payment 
Availability of consumer credit is one of the economic factors that influence the 
consumer behaviour. Availability of credit allows consumers to purchase products 
and services without having cash in hand. Wilkes et al., (1986) findings suggested 
that religiosity has an influence on the various consumer life styles like credit 
purchase. The findings of Essoo and Dibb (2004) have suggested that casually 
religious consumers are more practical in their shopping behaviour than devout 
consumers, attaching more importance to price deals and credit availability. Their 
findings further suggest that Muslim consumer put more emphasis on the price, 
promotion and store credit facilities than Hindus and Catholics. Beaton (2009) has 
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found that consumer spending drops due to a decrease in ci^dit availability in 
United States. 
• Impulsiveness 
Impulse buying has been defined as the abrupt and instant purchase decision 
inside a store with no prior ]3lan to buy the specific product or products (Kollat & 
Willett, 1967; Beatty & Ferrell, 1998; Rook, 1987, Sfiligoj, 1996). According to 
Parboteeah (2005) the tendency of impulsive buying is influenced by consumer 
characteristics like culture. From a multi-country survey of consumers, the results 
of (Kacen & Lee, 2002) havi; shown that both regional level factors and individual 
cultural difference factors systematically influence impulsive purchasing 
behaviour. 
• Confusion faced due to Over Choice 
Consumer confusion is a state of mind where in a consumer has no clear or 
definite thought in mind and thus shows an unsystematic behaviour (Leek & Kun, 
2006). A confused consumer often purchases an undesired brand due to unclear 
and overload of information which might fail to deliver the desired usefulness and 
may be thus ineffective (Kamakura et al., 1988). It is very difficult for confused 
consimiers choose, understand, take a clear meaning of and assess stimuli 
(Mitchell et al., 2005). 
Thus the initial questionnaire consisted of 69 items out of which 16 items were 
deleted during the factor analysis latter. All 39 items from the original Sproles and 
Kendall's study and new 30 iteims developed by researcher were first translated into 
Urdu and Hindi languages with the assistance of two bilingual experts fluent in both 
English and Urdu languages. Minor differences were resolved through discussion. 
The Urdu and Hindi versions were then translated back to English by two other 
translators as suggested by (e.g., Brislin, 1970; Green and White, 1976; Douglas and 
Craig, 1983; Hui and Triandis, 1985; Brislin, 1986) to check for changeability and to 
ensure that it retains the exact meaning as suggested by (Berry, 1980; Mullen, 1995; 
Malhotra et al., 1999; Singh, 2006). No major differences were found, and a few 
minor grammatical issues were easily resolved. A structured questionnaire was 
prepared for use in the survey. Besides answering the questions on decision-making 
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styles, the respondents also provid(;d demographics such as age and gender, Income, 
religion and geographic region. 
3.7 Pilot Study 
In order to develop a more appropriate instrument to test the variables used in this 
study, it was necessary to conduct a pilot study. The pilot study verified that 
researchers could correctly manage the test and treatments for this study, using 
appropriate subjects (Thomas & Nelson, 1996). Before carrying out the actual survey 
the questionnaire was face validated using interviews (Malhotra et al., 1996; 
Churchill, 1991, Mitchell & Bates 1998; Mitchell & Walsh, 2004) and was pretested 
to determine the potential effectiveness of questionnaire. The wealth of the 
questionnaire is also lost due to the incapability of researcher to simplify the meaning 
of the terms for the respondents (Somer & Somer, 1999). Therefore, the researcher 
thought it appropriate to take the feedback from the respondents and incorporate the 
changes suggested by respondents and omit the confusing words. Before finalizing the 
questionnaire the questionnaire so developed was distributed to sixty respondents. 
The respondents were having the same characteristics to those of the target population 
of the survey, as recommended b>' (Malhotra, 2007). 
The respondents were asked to fill the questionnaire and suggest us about the 
ambiguity they perceived in the questionnaire. The completely filled up 
questionnaires were collected from the respondents. The respondents suggested some 
of the words which they felt some how difficult to understand. Based on the feedback 
received from the respondents during the pretest, changes were made in the survey 
questions. The wording of the questionnaire was made more simple and easy so that 
the Jammu and Kashmir respondents could understand the language easily. Then the 
questionnaires were distributed to among respondents again and the filled in 
questionnaires were collected back from the respondents. For example, a statement 
given in the questionnaire, "wh(jn it comes to purchase the products I try to get the 
\'ery best or perfect choice", was changed to T try to get the perfect choice while 
purchasing'. Moreover, many items were deleted and some new items were added. 
The questionnaire was finalized when the respondents found no ambiguous words or 
phrases. The final result of the pilot test finally indicated that the questions had 
validity. 
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3.7.1 Validity of Questionnaire 
Although the current instruments has been vaHdated in previous studies (Zhou et al. 
2010; Mokhlis, 2009; Mokhlis and Salleh, 2009; Hanzaee and Aghasibeig, 2008; 
Bakewell and Mitchell, 2006; Mhchell and Bates, 1998) and many others. However 
we have still validated the instrument because of the reason that the instrument have 
not been applied to the Jammu and Kashmir population yet and we have also added 
some new items to the scale. Two forms of validity for the research instrument were 
examined to address specific aspects of the scales. 
3.7.1.1 Face Validity 
To ensure that the instrument is measuring what it is supposed to measure and there 
is a logical coherence between the questions Sand the objective of the study 
(Malhotra, 2007). Moreover, the instrument was examined by a panel of experts at 
(Aligarh Muslim University, Aligarh, India). The experts suggested minor changes 
that were incorporated in the instrument. The instrument was then declared to be the 
valid. It was declared by the panel that the instrument is measuring and approaching 
the same thing for which it was meant for. 
3.7.1.2 Content Validity 
It is equally important that the questions cover the full range of issue being measured. 
Assessment of the items of an instrument in this respect is called content validity 
(Malhotra, 2007). The new items added to the scale were based on exhaustive review 
of literature; some of the items have been used in the previous studies, thus ensuring 
the content validity of the questionnaire. Besides to test for content validity in the 
questionnaire for the pilot study, the instrument was examined by a panel of experts at 
Aligarh Muslim University, Aligarh, India. The content validity was further tested 
during pilot survey. Based on the feedback and suggestions received during the pilot 
survey, some amendments were made in the questionnaire. Some of the statements 
were added and some items were deleted completely. 
3.7.2 Reliability 
Reliability provides a measure of the extent to which items are positively inter 
correlated and working together to measure a trait or characteristic (Ary et al., 1996). 
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In order to check the reliability of the research instrument Cronbach's alpha was used 
(Sanders et al, 2009). Cronbach's alpha was used because almost all test items had 
multiple response categories. Some of the items were causing the alpha to bring down 
and these items were deleted besides some of the items were deleted in the factor 
analysis. Cronbach's alpha tends to be high if the scale items are highly correlated 
(Hair et al, 1998). The Cronbach's alpha coefficients for personal care products were 
between .62 and .87. While as Cronbach's alpha coefficients for dairy products were 
between .63 and .89. Cronbach's alpha coefficients for beverages were between .69 
and .86. Cronbach's alpha coefficients for detergents were between .63 and .78. 
A scale with a Cronbach's Alpha greater than 0.6 is usually a reliable scale 
(Sanders et al., 2009). Cronbach's alpha coefficient at 0.4 or higher was considered 
acceptable (Sproles and Kendall, 1986). Taking alpha 0.60 or better, as desirable for 
any measurement scale (Robinson et al, 1991) indicates that the questionnaire items 
are measuring the factor effectively. The reliabilities of the CSI Scale, according to 
(Sproles and Kendall, 1986) ranged from 0.48 to 0.76. Thus, indicating satisfactory 
levels of reliability for all the products. The current study has achieved higher 
reliability levels than most studies that utilized the CSI in the past e.g. (Sproles and 
Kendall, 1986). 
Table 3.2: Alpha (a) for the Factors for Each Product. 
Factor 
Brand Consciousness 
Brand Loyalty 
Quality Consciousness 
Price Consciousness 
Consciousness with respect to Origin of Product 
Health Consciousness 
Packaging Consciousness 
Choice of Retailer 
Promotion Consciousness 
Quantity and of Purchase 
Choice of Mode of Payment 
Impulsive 
Confusion faced due to Choice 
PC 
Alpha 
a = 67 
a = 70 
a = 62 
a = 74 
a =.76 
a = 73 
a = 87 
a = 87 
a = 70 
a = 75 
a = 73 
a = 68 
a = 72 
DR 
Alpha 
a =.73 
a = 67 
a =.79 
a =.74 
a =.73 
a = 68 
a =.69 
a = 75 
a = 60 
a = 89 
a = 63 
a = 73 
a = 66 
BV 
Alpha 
a =.71 
a = 70 
a = 78 
a = 71 
a = 69 
a =.74 
a = 84 
a =.85 
a =.71 
a =.86 
a = 75 
a = 70 
a =.73 
DT 
Alpha 
a = 72 
a = 66 
a = 63 
a = 75 
a = 77 
a = 73 
a = 78 
a = 73 
a = 67 
a = 70 
a = 71 
a = 74 
a = 74 
* PC: Personal Care Products 
* DR: Dairy Products 
* BV: Beverages 
* DT: Detergents 
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Overall, all the factors have satisfactory reliability levels except for two variables 
quality consciousness and proraotion consciousness. Test results regarding these two 
variables should be interpreted with caution. 
3.8 Population, Sampling Method and Procedures 
The target population for the present study was the general public of Jammu, 
Kashmir, Ladakh and the Gujjars on region basis and Muslims, Hindus and Others 
(Sikhs, Christians and Buddhists) on religion basis. The use of general public in the 
research is highly recommended by the authors. The survey was conducted in both 
urban and rural areas. This is because most of the FMCG are consumed and shopped 
in rural as well the urban areas. Respondents from middleclass income group were 
considered for this study. Profile of respondents has been presented in Appendix V. 
Four independent samples were taken from four regions and three samples from three 
religions. The data for has study was collected from colleges, universities, banks, 
health centers. The secretariat has been one of the important sources for the data 
collection where respondents from all over the Jammu Kashmir state are working. 
The sample selected must the representative of the population when the sample 
findings have to be generalized to a population. The sampling frame was determined 
based on the stratification and accessibility. The stratified and snowball sampling 
procedure was used to select the participants for the study. The state was first divided 
into three regions. Then regions were divided into districts and each district was 
subdivided into Tehsils and the Tehsils were further subdivided into villages. 
Researcher also used snowball sampling in some cases, after the respondents were 
interviewed, they were asked to refer other respondents who belong to the target 
population of interest. In cross-cultural studies, it is important to obtain data from 
matched samples from respondents whose various characteristics are relatively similar 
(Douglas and Craig, 1983). Respondents' relative homogeneity on characterisfics 
such as age, race, and education were deemed important to the conduct of the present 
study. Elements of the study sample were both male and female between the ages of 
18 and 50 years with varying professions, and educational back grounds. 
3.8.1 Sample Size 
In General a sample size of 300 is considered comfortable, 500 very good and a 
sample size of 1000 is considered as excellent (Comrey & Howard, 1992; Tabachnick 
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et al., 2001). The sample size used in the previous studies which have replicated 
(Sproles and Kendall's, 1986) research e.g., (Hafstrom, Chae, and Chung, 1992) used 
310; (Durvasula, Lysonski, and Andrews, 1993) used 210; and (Lysonski, Durvasula, 
and Zotos, 1996) used 95, 73, 108, and 210 in four different countries. The findings 
produced by a large sample size are more accurate and exact (Bums, 2000). The 
cumulative effects of sampling error across variables are reduced in large samples 
(Malhotra, 2007). Thus, keeping in view the suggestions of the authors, a sample size 
of five hundred and twenty was selected. A sample of 210 from Kashmir, 190 from 
Jammu, 65 from Ladakh and 55 from Gujjars were included in the current study. The 
total sample size of this study was 520. Out of the five hundred and twenty, only 483 
questionnaires were completely filled up and were fit for analysis. This is 
approximately 92.88% response rate. Such a response rate was considered sufficient 
for stafisfical reliability and generalisability (Tabachnick & Fidell, 2001) and 
satisfactory especially when compared with previous research works on consumer 
decision making styles (e.g. Hafstrom et al, 1992; Durvasula et al., 1993; Lysonski et 
al., 1996; Canabal, 2001). This relatively high response rate was attributed to the self-
administered approach undertaken in distributing the questionnaires. 
3.8.2 Rationale for Choosing General Public as Sample 
The researcher has chosen general public as sample for this study due to many 
reasons. Firstiy, the researcher used (Sprole sand Kendall's, 1986), CSI for the study. 
The (Sproles and Kendall, 1986) have highly recommended the administration of the 
CSI to the general public so as to generalize the results. Both the single-country and 
cross-cultural research face a common sampling problem, that it is indistinct and 
ambiguous to decide as to which subject matter represent a nation's culture's essential 
propensity (Nasif et al., 1991). The products that have been selected for the current 
study are not used by people with special age group, gender, profession, income, 
education, region, religion etc. But these products are used by all the people. Thus, 
selection of a particular population group like age or education would not have served 
the purpose of the study. The researcher ought to generalize the results of this study to 
the Jammu and Kashmir State. Therefore the researcher found it sensible to have a 
diversified sample representing all the population groups. For the realistic rationale, 
cross-cultural studies deal with samples that almost always represent only one 
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segment within cultures of interest like students or housewives (Walsh et al., 2001). It 
is the argument of many researchers that students are not representative of the general 
population (Gordon et al., 1986). Some authors view the results derived from 
experiments with student samples not be generalizable (Kiimear and Taylor, 1983). 
Subgroups like students in cross-cultural research are not representative of their 
respective cultures (Samiee and Jeong, 1994). 
3.9 Data Collection 
The questionnaire in most of the cases was administered personally by the researcher 
to the respondents. The questionnaire contained 53 Likert-scaled items scored from 1 
(strongly disagree) to 5 (strongly agree). Respondents were asked to indicate their 
agreement and disagreement for each statement corresponding to four product 
categories. The data was collected between April 2011 and December 2011. In the 
Jammu region, English version, as well as Hindi version of the Questiormaire was 
mostly used. This is because all the respondents were not comfortable with the 
English language, especially the house wives. In the Kashmir region, Urdu, as well 
the English version of the questionnaire was used mostly. This is because Urdu is 
commonly spoken language in Kashmir and the respondents could understand English 
language as well. In the Ladakh region, Urdu and English versions of the 
questionnaires were used. Respondents were given a choice to choose the language 
with which they felt more comfortable. Gujjars in most of the cases were personally 
interviewed. The translation of the questionnaire in many languages proved to be very 
sensible. As the respondents found it interesting to have a questionnaire of the 
language they were more comfortable with. 
3.10 Factor Analysis 
In current study principal components analysis (a methods categorized under factor 
analysis) with varimax rotation was carried out to retain only the most useful items in 
the scale for each product (Sanders, Lewis & Thomhill, 2009). This is consistent with 
the analytic procedure used by (Sproles and Kendall, 1986).To ensure that the data 
was suitable for factors analysis Kaiser-Meyer-Olkin (KMO) test of sample adequacy 
was 0.81, 0.73, 0.69, 0.69, and the Bartlett test of Sphericity was 1.08, 1.66, 1.83 and 
1.57 for personal care products, dairy products, beverages and detergents respectively. 
61 
indicating that the sample was suitable for factor analytic procedures (Hair et al. 2005, 
Hair et al., 2006). The items v/ith the loading equal to or more than 0.4 were retained 
where as the items with loading below 0.4 were deleted. The items under two factors 
of original (Sproles and Kendall, 1986) i.e. novelty fashion consciousness and 
recreational, hedonic shopping consciousness were not confirmed. Thus the resultant 
factor solution consisted of thirteen factors with fifty nine items. It can be concluded 
that the thirteen-factor solution for all the four products proves to be most appropriate 
(i.e. all items are logically associated with their factors).Factor analysis helped in 
developing a model of consumer decision-making styles that fits the Jammu Kashmir 
data better. Because principal components analysis does not produce a single solution 
but leaves the decision about the right number of factors largely to researchers, three 
alternative solutions were considered, with fifteen, fourteen and thirteen factors. This 
procedure is consistent with a previous study by (Fan and Xiao 1998; Walsh et al. 
2001). Thirteen factor solutions accounted 60.34%, 62.80%, 62.08%and 63.67% of 
variance for personal care, dairy products, beverages and detergents respectively. This 
is very high in comparison to the 46 percent reported by (Sproles and Kendall, 1986). 
3.11 Strategy for Data Analysis 
It is very important to select an appropriate statistical tool for data analysis. Since the 
current study involves the comparison of more than two means, therefore one way 
ANOVA has been selected for data analysis. 
Choice of Software Package 
Statistical Package for the Social science (SPPS) 16.0 version has been used in this 
study. SPPS served as a very helpful tool for data analysis. It was very easy to check 
reliability, carry out factor analysis and finally SPPS was used to perform series of 
ANOVA tests which otherwise would have been difficult. 
Descriptive Analysis: 
It involves the transformation of raw data in to a form that would provide information 
to describe a set of factors in a situation that will make them easy to understand and 
interpret (Hau, 2005). Descriptive analysis makes the data meaningful through 
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frequency distribution, mean and standard deviation which are useful to identify 
differences among groups. 
One Way ANOVA 
One way ANOVA has been used in this study to test the hypotheses so formulated to 
check whether there exist differences and similarities in the consumer behaviour 
across different religious and regional subcultural groups. ANOVA is considered to 
be the most reliable tool and is used by a wide range of researchers from different 
fields especially in social science (Malhotra et al., 1999). ANOVA is generally robust 
to violations of normality assumption. The strength of ANOVA over t-test is that the 
ANOVA can test more than one treatment. 
Post Hoc Multiple Comparisons 
Sheff s Post Hoc Test has been used in this study for additional exploration of the 
differences among means. Sheff s Post Hoc Test is considered to be suitable tool for a 
situation where in detailed comparison between more than two means is needed. In 
One Way ANOVA, the F static test tells us whether there are differences between the 
means but it does not tell us where those differences are. For example Groups A's 
mean might be different than group B's mean but not different group C's mean. To 
identify where the differences exist, Post Hoc Multiple comparison is generally used 
3.12 Limitations of the Study 
Generally the findings presented by all the research projects are characterized with 
some limitations that hamper the universal applicability of the results. The current 
study is also not free from limitations which can be summarized as under: 
• The Current study has been carried out for Selected FMCG products only. Thus 
the results of the current study cannot be generalized for all the products and the 
results may differ for other FMCG products as well as for products other than 
FMCGs. 
• The current study has been carried out in the state of Jammu and Kashmir only. 
Thus the results of the current study cannot be generalized for other parts of the 
country and the world. 
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Some respondents showed their disinterest to participate in the survey for 
unknown reasons. They pretended to be busy and plagued with work. This 
necessitated the researcher to reduce the sample size. 
Due to security reasons and the on ongoing strikes it was not possible to reach all 
the areas of the Kashmir region. 
It was very difficult to motivate the Gujjars to participate in the survey due their 
poor attitude and lack of knowledge about the research. Many of them were very 
nervous and wanted to give correct answers rather than true answers. Inspite of 
great efforts made by researcher to make them familiar with the research topic and 
its benefits, some of them were still confused about how much to reveal. 
The current study has not considered many socio-demographic variables like 
profession, education, income, age, urban-rural etc. 
Although the researcher has tried to include with a homogenous sample but still 
there is a difference in the education and income among the respondents of the 
four regions. So this may amount to some bias and there may be an influence of 
exogenous variable. 
The results of the present study correspond to only a selected group of 
respondents and a specific consumer behaviour issue; this strongly calls for 
additional work to examine a number of methodological and practical questions. 
Some respondents might have been biased as they may have ticked what they 
desire to purchase rather than what they actually used to buy. 
Although sincere attempts have been made to have representative sample for the 
regions under study, yet, owing to the absence of reliable sample frames, the 
sample may not be truly representative of the entire Jammu and Kashmir 
population and therefore generalizations have to be done very cautiously. 
The sample comprised of respondents from middle class back grounds only; the 
respondents from upper class and lower class stratum of the society have been 
largely neglected. 
There is lot of unexplored scope pertaining to the current topic, as there is lack of 
empirical research in this field. Such empirical studies could have provided the 
research with a strong foundation. 
The scale used in this stud)' can be further improved and more meaningful and 
important factors and items may be added for better results. 
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CHAPTER 4 
DATA ANALYSIS 
CHAPTER 4 
ANALYSIS 
4.1: Dimensions of Consumer Behaviour versus Region and Religion 
4.1.1: Brand Consciousness across Regions and Religions for Personal Care 
Products 
Table 4.1(a): Descriptive Statistics and Result of ANOVA Test for Brand 
Consciousness across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.52 
.97 
Reg 
Kashmir 
198 
3.23 
.68 
Subculture Group 
ion 
Laclakh 
52 
2.78 
.71 
Gujjars 
54 
2.11 
.57 
Total 
483 
3.16 
.90 
47,60 
.00 
Muslim 
268 
2.95 
.87 
Religion 
Hindu 
125 
3,68 
.83 
Others 
90 
3.06 
.81 
31.74 
.00 
Total 
483 
3.16 
.90 
Table 4.1(a) shows the mean value obtained on the dimension of brand consciousness 
for four regional and three religious subcultural groups for personal care products. It 
has been found that on rej^ ion basis, Jammu region has the highest brand 
consciousness with a mean value of 3.52, followed by Kashmir (mean value 3.23), 
and Ladakh (mean value 2.78). Gujjars have been found to be least brand 
consciousness with a mean value of 2.11. On religion basis, Hindus have the highest 
brand consciousness with a mean value of 3.68, followed by others (mean value 3.06). 
Muslims have been found to be least brand consciousness with a mean value of 2.95. 
Furthermore, F value for region basis is 47.60 and on religion basis is 31.74 
with significance of 0.00 for both region and religion, which is less than 0.05 at 95% 
confidence interval, meaning that significant differences exist in mean value of 
brand consciousness among the sub cultural groups both on region as well as 
religion basis for personal care products. On the basis of the above results, the 
suppositions: 
Hoia- There is no significant difference in the brand consciousness across the four 
subcultural groups based on the region for the personal care products and Hoie-
There is no significant difference in the brand consciousness across the three 
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subcultuml groups based on the religion for the personal care products are not 
supported. 
Table 4.1(b): Scheffe's Post Hoc Analysis for Brand Consciousness across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.28 
.73 
1.40 
.44 
1.11 
.67 
Sig. 
.00 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.72 
-.11 
.61 
Sig. 
.00 
.57 
.00 
It can be revealed from table 4.1(b) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
interval. This indicates that significant differences exist in the brand consciousness 
across four subcultural groups for Personal care products. 
However on religion basis, the significance between most of the sub cultural 
groups paired with each other is less than 0.05 at 95% confidence interval indicating 
that significant differences exist among these religious sub cultural groups except 
(Muslim-others) pair, as the significance between this pairs is greater than 0.05 at 
95% confidence interval, meaning that no significant differences exist in the brand 
consciousness among these sub cultural groups for personal care products. 
4.1.2: Brand Loyalty across Regions and religions for Personal Care Products 
Table 4.2(a) shows the mean value obtained on the dimension of brand loyalty for 
four regional and three religious subcultural groups for personal care products. It has 
been found that on region basis Jammu region has the highest brand loyalty with a 
mean value of 3.12, followed by Kashmir (mean value 2.64), and Ladakh (mean value 
2.07). Gujjars have been found to be least brand loyalty with a mean value of 1.32. On 
religion basis, Hindus have the highest brand loyalty with a mean value of 2.76, 
followed by Muslims (mean value 2.59). Others have been found to be least brand 
loyalty with a mean value of 2.45. 
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Table 4.2(a): Descriptive Statistics and Result of ANOVA Test for Brand 
Loyalty across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.12 
1.23 
Subculture Group 
Region 
Kashmir 
198 
2.64 
1.37 
Ladakh 
52 
2.07 
1.08 
Gujjars 
54 
1.32 
.46 
Total 
483 
2.61 
1.34 
33.67 
.00 
Muslim 
268 
2.59 
.08 
Religion 
Hindu 
125 
2.76 
.11 
Others 
90 
2.45 
.12 
1.43 
.23 
Total 
483 
2.61 
.06 
Furthermore, it is revealed that F value for region basis is 33.67 and on religion basis 
is 1.43 with significance of 0.00 for region and .23 for religion respectively, which is 
less than 0.05 at (95%) confidence interval for region and greater than 0.05 at 95% 
confidence interval for religion, meaning that significant differences exist in mean 
value of brand loyalty among the sub cultural groups on region basis, while on 
religion basis, significant differences do not exist in the mean value of brand loyalty 
among the sub cultural groups for personal care products. On the basis of the above 
resuhs, the suppositions: 
Hoib- There is no significant difference in the brand loyalty across the four 
subcultural groups based on the region for the personal care products is not 
supported and 
Hoif. There is no significant difference in the brand loyalty across the three 
subcultural groups based on the religion for the personal care products is 
supported. 
Table 4.2(b): Scheffe's Post Hoc Analysis for Brand Loyaltj' across Regions 
and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-.0 
.47 
1.05 
1.79 
.57 
1.3] 
.74 
Sig. 
.03 
.00 
.00 
.03 
.00 
.02 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I-J) 
-.17 
.13 
.30 
Sig. 
.48 
.72 
.25 
It can be revealed from table 4.2(b) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
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interval. This indicates that significant differences exist in the brand loyalty among 
these regional subcultural groups for personal care products. However on religion 
basis, all three sub cultural groups paired with each other shov^  significance greater 
than 0.05 at 95% confidence interval, indicating that no significant differences exist in 
the brand loyalty among these religious subcultural groups for personal care products. 
4.1.3: Quality Consciousnesii across Regions and Religions for Personal Care 
Products 
Table 4.3(a): Descriptive Statistics and Result of ANOVA Test for Quality 
Consciousness across Regions and Religions for Personal Care Products 
Subculture Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.71 
.72 
Kashmir 
198 
3.64 
.68 
Ladiakh 
52 
2.45 
.96 
Gujjars 
54 
2.34 
.81 
Total 
483 
3.39 
.91 
80.49 
.00 
Religion 
Muslim 
268 
3.24 
.89 
Hindu 
125 
3.81 
.79 
Others 
90 
3.25 
.94 
19.32 
.00 
Total 
483 
3.94 
.91 
Table 4.3(a) shows the mean value obtained on the dimension of quality 
consciousness for four regional and three religious sub cultural groups for personal 
care products. It has been found that on region basis, Jammu region has the highest 
quality consciousness with a mean value of 3.71, followed by Kashmir (mean value 
3.64), and Ladakh (mean value 2.45). Gujjars have been found to be least quality 
consciousness with a mean value of 2.34. On religion basis, Hindus have the highest 
quality consciousness with a mean value of 3.81, followed by others (mean value 
3.25). Muslims have been found to be least quality consciousness with a mean value 
of 3.24. 
Furthermore, it is revealed that F value for region basis is 80.49 and on 
religion basis is 19.32, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of quality consciousness, among the sub cultural groups on region 
as well as religion basis for personal care products. On the basis of the above results, 
the suppositions: 
Ho2a- There is no significant difference in the quality consciousness across the four 
subcultural groups based on the region for the personal care products and 
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Ho2d- There is no significant difference in tlie quality consciousness across the three 
subcultural groups based on the religion for the personal care products are not 
supported. 
Table 4.3(b): Scheffe's Post Hoc Analysis for Quality Consciousness across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.06 
L25 
L36 
[U^ 
L29 
.10 
Sig. 
.84 
.00 
.00 
.00 
.00 
.91 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (Jf) 
Hindu 
Others 
Others 
Mean 
diff.(IJ) 
-.57 
-.01 
.56 
Sig. 
.00 
.99 
.00 
It can be revealed from table 4.3(b) that on region basis, the significance between 
most of the of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups except (Jammu-Kashmir) and (Ladakh-Gujjars) pairs as the 
significance difference between these pairs is greater than 0.05 at 95% confidence 
interval, meaning that significant differences do not exist in the quality consciousness 
among these subcultural groups for personal care products. However on religion 
basis, the significance between most of the sub cultural groups paired with each other 
is less than 0.05 at 95% confidence interval indicating that significant differences 
exist among these religious sub cultural groups except (Muslim-Others) pair, as the 
significance difference between this pairs is greater than 0.05 at 95% confidence 
interval, meaning that significant differences do not exist in the quality consciousness 
among these subcultural groups for personal care products. 
4.1.4: Price Consciousness across Regions and Religions for Personal Care 
Table 4.4(a) shows the mean value obtained on the dimension of price consciousness 
for four regional and three religious sub cultural groups for personal care products. It 
has been found that, on region basis, Gujjars have the highest price consciousness 
with a mean value of 4.55, followed by Ladakhis (mean value 3.94), and Jammu 
region (mean value 3.38). Kashmiris have been found to be least price consciousness 
with a mean value of 3.28. On religion basis. Price Consciousness in Others is highest 
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with a mean value of 3.63, followed by Muslimss (mean value 3.61). Hindus have 
been found to be least Price consciousness with a mean value of 3.29. 
Table 4.4(a): Descriptive Statistics and Result of ANOVA Test for Price 
Consciousness across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.38 
1.45 
Reg 
Kashmir 
198 
3.28 
1.29 
Subculture Group 
ion 
Ladakh 
52 
3.94 
.70 
Gujjars 
54 
4.55 
.47 
Total 
483 
3.53 
1.31 
17.37 
.00 
Muslim 
268 
3.61 
1.30 
Religion 
Hindu 
125 
3.29 
1.50 
Others 
90 
3.63 
.95 
2.95 
.05 
Total 
483 
3.53 
1.31 
Furthermore, it is revealed that F value for region basis is 17.37 and on religion basis 
is 2.95 with significance of 0.00 for region and .05 for religion respectively, which is 
less than 0.05 at 95% confidence interval for region and equal to 0.05 at 95% 
confidence interval for religion, meaning that significant differences exist in mean 
value of price consciousness among the sub cultural groups on region basis, while 
on religion basis significant differences do not exist in the mean value of price 
consciousness among the sub cultural groups for personal care products. On the 
basis of the above resuhs, the suppositions: 
Ho4a- There is no significant difference in the price consciousness across the four 
subcultural groups based on the region for the personal care products is not 
supported and 
Ho4d- There is no significant difference in the price consciousness across the three 
subcultural groups based on the religion for the personal care products is 
supported. 
It can be revealed from table 4.4(b) that on region basis, among all the sub 
cultural groups paired with each other, most of the (I-J) pairs have significance less 
than 0.05 at 95% confidence interval. This means that significant differences exist in 
the price consciousness between these sub cultural groups for personal care products 
except the (I-J) pairs (Jammu-Kashmir) and (Ladakh-Gujjars), as the significance 
between these pairs is greater than 0.05 at 95% confidence inteirval, Indicating that 
significant differences do not exist among these sub cultural pairs in the price 
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consciousness for personal care products. However on religion basis, all three sub 
cultural groups paired with each other show significance grea1;er than 0.05 at 95% 
confidence interval, indicating that no significant differences exist in the price 
consciousness among the thi-ee religious sub cultural groups for personal care 
products. 
Table 4.4(b): Scheffe's Post Hoc Analysis for Price Consciousness across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.10 
-.55 
-1,16 
-.66 
-1,26 
-.60 
Sig. 
.88 
.04 
.00 
.01 
.00 
.10 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.32 
-.01 
-.34 
Sig. 
.07 
.99 
.17 
4.1.5: Consciousness with Respect to Origin of Product across Regions and 
Religions for Personal Care Products 
Table 4.5(a): Descriptive Statistics and Result of ANOVA Test for 
Consciousness with Respect to Origin of Product across Regions and Religions 
for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.01 
.83 
Subculture Group 
Region 
Kashmir 
198 
3.90 
.87 
Ladakh 
52 
2.99 
.64 
Gujjars 
54 
2.42 
.78 
Total 
483 
3.68 
.98 
67.41 
.00 
Muslim 
268 
3.53 
.96 
Religion 
Hindu 
125 
4.15 
.83 
21.] 
Others 
44 
3.45 
1.01 
[3 
.00 
Total 
483 
3.68 
.98 
Table 4.5(a) shows the mean value obtained on the dimension of consciousness with 
respect to origin of product for ibur regional and three religious subcultural groups for 
personal care products. It has b(;en found that on region basis, Jammu region has the 
highest consciousness with respect to origin of product with a mean value of 4.01, 
followed by Kashmir (mean value 3.90), and Ladakh (mean value 2.99). Gujjars have 
been found to have lowest consciousness with respect to origin of product with a 
mean value of 2.42. On religion basis, Hindus have the highest consciousness with 
respect to origin of product with a mean value of 4.15, followed by Muslims (mean 
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value 3.53). Others have been found to have lowest consciousness with respect to 
origin of product with a mean value of 3.45. 
Furthermore, it is revealed that F value for region basis is 67.41 and on 
religion basis is 21.13, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of consciousness with respect to origin of product, among the sub 
cultural groups on region as well as religion basis for personal care products. On 
the basis of the above results, the suppositions: 
Ho2c- There is no significant difference in the consciousness with respect to origin of 
product across the four subcultural groups based on the region for the personal 
care products and 
Ho2f- There is no significant difference in the consciousness with respect to origin of 
product across the three subcultural groups based on the religion for the personal 
care products are not supported. 
It can be revealed from table 4.5(b) that on region basis the significance 
between most of the Sub cultural groups paired with each other is less than 0.05 at 
95% confidence interval indicating that significant differences exist among these 
regional sub cultural groups except (Jammu-Kashmir) pair as the significance 
difference between this pair is greater than 0.05 at 95% confidence interval, meaning 
that significant differences do not exist in the consciousness with respect to origin of 
product among these sub cultural groups for personal care products. 
Table 4.5(b): Scheffe's Post Hoc Analysis for Consciousness with Respect to 
Origin of Product across Flegions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(][-J) 
.10 
1.01 
1.58 
.90 
1.47 
.56 
Sig. 
.67 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.61 
-.07 
.69 
Sig. 
.00 
.79 
.00 
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However on religion basis, the significance between most of the sub cultural groups 
paired with each other is less than 0.05 at 95% confidence interval indicating that 
significant differences exist among these religious sub cultural groups except 
(Muslim-Others), pair, as the significance difference between this pair is greater than 
0.05 at 95% confidence interval, meaning that significant differences do not exist in 
the consciousness with respect to origin of product among these subcultural groups 
for personal care products. 
4.1.6: Health Consciousness across Regions and Religions for Personal Care 
Products 
Table 4.6(a): Descriptive Statistics and Result of AN OVA Test for Health 
consciousness across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.81 
.99 
Subculture Group 
Region 
Kashmir 
198 
3.44 
1.31 
Ladakh 
52 
2.78 
.74 
Gujjars 
54 
1.98 
.55 
Total 
483 
3.34 
1.22 
44.80 
.00 
Muslim 
268 
3.09 
1.31 
Religion 
Hindu 
125 
4.00 
.89 
27.1 
Others 
90 
3.20 
.98 
7 
.00 
Total 
483 
3.34 
1.22 
Table 4.6(a) shows the mean value obtained on the dimension of health consciousness 
for four regional and three religious subcultural groups for personal care products. It 
has been found that on region basis Jammu region has the highest health 
consciousness with a mean value of 3.81, followed by Kashmir (mean value 3.44), 
and Ladakh (mean value 2.78). Gujjars have been found to be least health 
consciousness with a mean value of 1.98. On religion basis, Hindus have the highest 
health consciousness with a mean value of 4.00, followed by Muslims (mean value 
3.09). Others have been found i;o be least health consciousness with a mean value of 
3.20. 
Furthermore, it is revealed that F value for region basis is 44.80 and on 
religion basis is 27.17, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of health consciousness, among the sub cultural groups on region as 
well as religion basis for personal care products. On the basis of the above results, 
the suppositions: 
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Ho2b- There is no significant difference in the health consciousness across the four 
subcultural groups based on the region for the personal care products and 
Ho2e- There is no significant difference in the health consciousness across the three 
subcultural groups based on the religion for the personal care products are not 
supported. 
It can be revealed from table 4.6(b) that on region basis the significance 
between all the Sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the health 
consciousness among these regional sub cultural groups for personal care products. 
Table 4.6(b): Scheffe's Post Hoc Analysis for Health Consciousness across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.36 
L02 
L8.3 
.66 
L46 
.80 
Sig. 
.01 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I-J) 
.91 
-.11 
.80 
Sig. 
.00 
.76 
.00 
However on religion basis, the significance between most of the sub cultural groups 
paired with each other is lower than 0.05 at 95% confidence interval indicating that 
significant differences exist among these religious sub cultural groups except 
(Muslim-Others) pair, as the significance difference between this pair is greater than 
0.05 at 95% confidence interval, meaning that significant differences do not exist in 
the health consciousness among these subcultural groups for personal care products. 
4.1.7: Packaging Consciousness across Regions and Religion for Personal Care 
Products 
Table 4.7(a) shows the mean value obtained on the dimension of packaging 
consciousness for four regional and three religious subcultural groups for personal 
care products. It has been found that on region basis, Jammu region has the highest 
packaging consciousness with a mean value of 4.02, followed by Kashmir (mean 
value 3.74), and Ladakh (mean value 2.92). Gujjars have been found to be least 
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packaging consciousness with a mean value of 2.20. On religion basis, Hindus have 
the highest packaging consciousness with a mean value of 4.01, followed by Muslims 
(mean value 3.58). Others have been found to be least packaging consciousness with a 
mean value of 3.35. 
Table 4.7(a): Descriptive Statistics and Result of ANOVA Test for Packaging 
Consciousness across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.02 
.72 
Reg 
Kashmir 
198 
3.74 
1.19 
Subculture Group 
ion 
Ladakh 
52 
2.92 
1.34 
Gujjars 
54 
2.20 
1.21 
Total 
483 
3.58 
1.21 
48.60 
.00 
Muslim 
268 
3.47 
1.35 
Religion 
Hindu 
125 
4.01 
.82 
Others 
90 
3.35 
1.10 
10.96 
.00 
Total 
483 
3.58 
1.21 
Furthermore, it is revealed that F value for region basis is 48.60 and on religion basis 
is 10.96, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of packaging consciousness, among the sub cultural groups on region as well as 
religion basis for personal care products. On the basis of the above results, the 
suppositions: 
Ho3a- There is no significant difference in the packaging consciousness across the 
four subcultural groups based on the region for the personal care products and 
Ho3d- There is no significant difference in the packaging consciousness across the 
three subcultural groups based on the religion for the personal care products are 
not supported. 
It can be revealed from table 4.7(b) that on region basis the significance 
between all the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the packaging 
consciousness among these regional sub cultural groups for personal care products 
except (Jammu-Kashmir) pair as the significance difference between this pair is 
greater than 0.05 at 95% confidence interval, meaning that significant differences do 
not exist in the packaging consciousness among these subcultural groups for personal 
care products. 
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Table 4.7(b): Scheffe's Post Hoc Analysis for Packaging consciousness across 
Regions and Religions for Personal Care Products 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Region 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.33 
L19 
L90 
.85 
L50 
.71 
Sig. 
.07 
.00 
.00 
.00 
.00 
.00 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Religion 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.54 
-.11 
.65 
Sig. 
.00 
.71 
.00 
However on religion basis, the significance between most of the sub cultural groups 
paired with each other is lowe;r than 0.05 at 95% confidence interval indicating that 
significant differences exist in the packaging consciousness among these religious sub 
cultural groups except (Muslim-Others) pair, as the significance difference between 
this pairs is greater than 0.05 at 95% confidence interval, meaning that significant 
differences do not exist in the packaging consciousness among these subcultural 
groups for personal care products. 
4.L8: Choice of Retailer across Region and Religion for Personal Care Products 
Table 4.8(a): Descriptive Statistics and Result of ANOVA Test for Choice 
of Retailer across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.02 
.74 
Reg 
Kashmir 
198 
4.08 
1.09 
Subculture Group 
ion 
Ladakh 
52 
3.66 
1.02 
Gujjars 
54 
2.87 
1.53 
Total 
483 
3.88 
1.10 
21.60 
.00 
Muslim 
268 
3.78 
1.24 
Religion 
Hindu 
125 
4.05 
.82 
Others 
90 
3.91 
.95 
2.61 
.07 
Total 
483 
3.88 
1.10 
Table 4.8(a) shows the mean value obtained on the dimension of choice of retailer for 
four regional and three religious sub cultural groups for personal care products. It has 
been found that on region basis, Kashmir region has the highest choice of retailer with 
a mean value of 4.08, followed by Jammu region (mean value 4.02), and Ladakh 
region (mean value 3.66). Gujjars have been found to have lowest choice of retailer 
with a mean value of 2.87. On religion basis, Hindus have the highest choice of 
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retailer with a mean value of 4.05, followed by others (mean value 3.91)rMuslims 
have been found to have lowest choice of retailer with a mean value of 3.78. 
Furthermore, it is revealed that F value for region basis is 20.60 and on 
religion basis is 2.61 with significance of 0.00 for region and .07 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value ofcltoice of retailer among the sub cultural groups 
on region basis, while on religion basis significant differences do not exist in the 
mean value of choice of retailer among the sub cultural groups for personal care 
products. On the basis of the above results, the suppositions: 
Ho4b- There is no significant difference in the choice of retailer across the four 
subcultural groups based on the region for the personal care products is not 
supported and 
Ho4e- There is no significant difference in the choice of retailer across the three 
subcultural groups based on the religion for the personal care products is 
supported. 
Table 4.8(b): Scheffe's Post Hoc Analysis for Choice of Retailer across Regions 
and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J]i 
-.07 
.36 
1.15 
.44 
1.22 
.77 
Sig. 
.93 
.16 
.00 
.06 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.26 
-.12 
.14 
Sig. 
.07 
.63 
.64 
It can be revealed from table 4.8(b) that on region basis the significance between 
most of the sub cuhural group;? paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups for choice of retailer except (Jammu-Kashmir), (Jammu-Ladakh) 
and (Kashmir-Ladakh) pairs, as the significance difference between these pairs is 
greater than 0.05 at 95% confidence interval, meaning that significant differences do 
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not exist in the choice of retailer among these sub cultural groups for personal care 
products. However, on religion basis, the significance between all the sub cultural 
groups paired with each other is greater than 0.05 at 95% confidence interval 
indicating that no significant differences exist in the Choice of retailer among these 
religious sub cultural groups for personal care products. 
4.1.9: Promotion Consciousness across Regions and Religions for Personal Care 
Products 
Table 4.9(a): Descriptive Statistics and Result of ANOVA Test for Promotion 
consciousness across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.08 
.80 
Reg 
Kashmir 
198 
3.71 
1.31 
Subculture Group 
ion 
Ladakh 
52 
3.10 
1.39 
Gujjars 
54 
2.42 
1.58 
Total 
483 
3.64 
1.30 
30.28 
.00 
Muslim 
268 
3.49 
1.45 
Religion 
Hindu 
125 
4.02 
.93 
Others 
90 
3.55 
1.17 
7.46 
.00 
Total 
483 
3.64 
1.30 
Table 4.9(a) shows the mean value obtained on the dimension of promotion 
consciousness for four regional and three religious sub cultural groups for personal 
care products. It has been found that on region basis, Jammu region has the highest 
promotion consciousness with a mean value of 4.08, followed by Kashmir (mean 
value 3.71), and Ladakh (mean value 3.10). Gujjars have been found to be least 
promotion consciousness with a mean value of 2.42. On religion basis, Hindus has the 
highest promotion consciousness with a mean value of 4.02, followed by others (mean 
value 3.55). Muslims have been found to be least promotion consciousness with a 
mean value of 3.49. 
Furthermore, it is revealed that F value for region basis is 30.28 and on 
religion basis is 7.46, with significance of (0.00) for both region jind religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of promotion consciousness, among the sub cultural groups on 
region as well as religion basis for personal care products. On the basis of the above 
resuhs, the suppositions: 
Ho3c- There is no significant difference in the promotion consciousness across the 
four subcultural groups based on the region for the personal care products and 
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Ho3f- There is no significant difference in the promotion consciousness across the 
three subcultural groups based on the religion for the personal care products are 
not supported. 
Table 4.9(b): Scheffe's Post Hoc Analysis for Promotion Consciousness across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.37 
.98 
\.65 
.61 
L28 
.67 
Sig. 
.03 
.00 
.00 
.01 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Muslim 
Respondent 
Region {J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.53 
-.06 
-.46 
Sig. 
.00 
.92 
.03 
It can be revealed from table 4.9(b) that on region basis, the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that signific^ ant differences exist in the promotion consciousness 
among these regional sub cultural groups for personal care products. On religion 
basis, the significance between most of the sub cultural groups paired with each other 
is lower than 0.05 at 95% confidence interval indicating that significant differences 
exist among these religious sub cultural groups except (Muslim-Others) pair, as the 
significance difference between this pair is greater than 0.05 at 95% confidence 
interval, meaning that significant differences do not exist in the promotion 
consciousness among this subcultural pair for personal care products. 
4.1.10: Quantity of Purchase across Regions and Religion for Personal Care 
Products 
Table 4.10(a): Descriptive Statistics and Result of ANOVA Test for Quantity of 
Purchase across Regions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.50 
.79 
Reg 
Kashmir 
198 
3.72 
1.30 
Subculture Group 
ion 
Ladakh 
52 
2.87 
.98 
Gujjars 
54 
2.18 
1.18 
Total 
483 
3.38 
1.19 
32.:56 
.00 
Muslim 
268 
3.31 
1.35 
Religion 
Hindu 
125 
3.52 
.78 
Others 
90 
3.38 
1.15 
1.37 
.25 
Total 
483 
3.38 
1.19 
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Table 4.10(a) shows the mean value obtained on the dimension of quantity of 
purchase for four regional and three religious subcultural groups for personal care 
products. It has been found that on region basis, Kashmir region has the highest 
quantity of purchase with a mean value of 3.72, followed by Jammu (mean value 
3.50), and Ladakh (mean value 2.87). Gujjars have been found to have lowest 
quantity of purchase with a mean value of 2.18. On religion basis, the quantity of 
purchase is very high in Hindus with a mean value of 3.52, followed by others (mean 
value 3.38). Quantity of purchase has been found to have lowest in Muslims with a 
mean value of 3.31. 
Furthermore, it is revealed that F value for region basis is 32.56 and on 
religion basis is 1.37 with significance of 0.00 for region and .25 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value of quantity of Purchase among the sub cultural 
groups on region basis while, on religion basis significant differences do not exist 
in the mean value of quantity of Purchase among the sub cultural groups for 
personal care products. On the basis of the above results, the suppositions: 
Ho3b- There is no significant difference in the quantity of purchase across the four 
subcultural groups based on the region for the personal care products is not 
supported and 
Ho3e- There is no significant difference in the quantity of Purchase across the three 
subcultural groups based on the religion for the personal care products is 
supported. 
It can be revealed from table 4.10(b) that on region basis, the significance 
between most of the of the sub cultural groups paired with each other is less than 0.05 
at 95% confidence interval indicating that significant differences exist among these 
regional sub cultural groups except (Jammu-Kashmir) pair, as the significance 
difference between this pair is greater than 0.05 at 95% confidence interval, meaning 
that significant differences do not exist in the quantity of purchase among this sub 
cultural pair for personal care products. However on religion basis, all three sub 
cultural groups paired with each other show significance greater than 0.05 at 95% 
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confidence interval, indicating that no significant differences exist in the quantity of 
purchase among these religious subcultural groups for personal care products. 
Table 4.10(b): Scheffe's Post Hoc Analysis for Quantity of Purchase across 
Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff, 
(I-Jl 
-.21 
.63 
1.32 
.84 
1.54 
.69 
Sig. 
.29 
.00 
.00 
.00 
.00 
.01 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.21 
-.07 
.14 
Sig. 
.25 
.88 
.68 
4.1.11: Choice of Mode of Payment across Regions and Religions for Personal 
Care Products 
Table 4.11(a) shows the mean value obtained on the dimension of choice of mode of 
payment forfour regional and three religious sub cultural groups for personal care 
products. It has been found that on region basis, Gujjars have the highest mode of 
payment with a mean value of 4.24, followed by Ladakhis (mean value 3.67), and 
Kashmiris (mean value 3.22). Jammu region has been found to have lowest mode of 
payment with a mean value of 2.90. On religion basis, choice of mode of payment is 
very high in Muslims with a mean value of 3.54, followed by others (mean value 
3.07). Choice of mode of payment has been found to have lowest in Hindus with a 
mean value of 2.81. 
Table 4.11(a): Descriptive Statistics and Result of ANOVA Test for Choice of 
Mode of Payment across Flegions and Religions for Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.90 
1.05 
Subculture Group 
Region 
Kashmir 
198 
3.22 
1.08 
Ladakh 
52 
3.67 
.80 
Gujjars 
54 
4.24 
.92 
Total 
483 
3.26 
1.10 
26.35 
.00 
Muslim 
268 
3.54 
1.10 
Religion 
Hindu 
125 
2.81 
1.03 
Others 
90 
3.07 
.98 
21.62 
.00 
Total 
483 
3.26 
1.10 
Furthermore, it is revealed that F value for region basis is 26.35 and on religion basis 
is 21.62, with significance of (0.00) for both region and religion, which is less than 
0.05 at 95% confidence interval, meaning that significant differences exist in mean 
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value of choice of mode of payment, among the sub cultural groups on region as 
well as religion basis for personal care products. On the basis of the above resuhs, 
the suppositions: 
Ho4c- There is no significant difference in the choice of mode of payment across the 
four subcultural groups based on the region for the personal care products and 
Ho4f- There is no significant difference in the choice of mode of payment across the 
three subcultural groups based on the religion for the personal care products are 
not supported. 
It can be revealed from table 4.11(b) that on region basis, the significance 
between all the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the choice of mode 
of payment among these regional sub cultural groups for personal care products. 
However, on religion basis, the significance between most of the sub cultural groups 
paired with each other is less than 0.05 at 95% confidence interval indicating that 
significant differences exist in ttie choice of mode of payment among these religious 
sub cultural groups except (Hindu-Others), as the significance difference between this 
pair is greater than 0.05 at 95%) confidence interval, meaning that significant 
differences exist in the choice of mode of payment among these sub cultural groups 
for personal care products. 
Table 4.11(b): Scheffe's Post Hoc Analysis for Choice of Mode of Payment 
across Regions and Religions for Personal Care Products 
Region 
Responden 
t Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.31 
-.76 
-1.33 
-.45 
-1.02 
.57 
Sig. 
.03 
.00 
.00 
.04 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
.72 
.46 
-.25 
Sig. 
.00 
.00 
.21 
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4.1.12: Impulsiveness in Purchasing Products across Regions and Religions for 
Personal Care Products 
Table 4.12(a): Descriptive Statistics and Result of ANOVA Test for 
Impulsiveness in Purchasing Products across Regions and Religions for 
Personal Care Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.66 
.71 
Subculture Group 
Region 
Kashmir 
198 
3.58 
1.03 
Ladakh 
52 
3.09 
.95 
Gujjars 
54 
2.36 
1.13 
Total 
483 
3.39 
1.02 
31.17 
.00 
Muslim 
268 
3.30 
1.15 
Religion 
Hindu 
125 
3.70 
.67 
Others 
90 
3.38 
.90 
6.78 
.00 
Total 
483 
3.42 
1.02 
Table 4.12(a) shows the mean value obtained on the dimension of impulsiveness for 
four regional and three religious subcultural groups for personal care products. It has 
been found that on region basis, Jammu region has the highest impulsiveness with a 
mean value of 3.66, followed by Kashmir (mean value 3.58), and Ladakh (mean value 
3.09). Gujjars have been found to be least impulsive with a meaii value of 2.36. On 
religion basis. Impulsiveness is very high in Hindus with a miean value of 3.70, 
followed by others (mean value 3.38). Impulsiveness has been found to be least in 
Muslims with a mean value of 3.30. 
Furthermore, it is revealed that F value for region basis is .31.17 and on 
religion basis is 6.78, with significance of .00 for region and .00 for religion, which is 
less than 0.05 at 95% confidence interval for both region and religion, meaning that 
significant differences exist in mean value of impulsiveness, among the sub cultural 
groups on region as well as religion basis for personal care products. On the basis 
of the above results, the suppositions: 
Hole- There is no significant difference in the impulsiveness across the four 
subcultural groups based on the region for the personal care products and 
Hoig. There is no significant difference in the impulsiveness across the three 
subcultural groups based on the religion for the personal care products are not 
supported. 
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Table 4.12(b): Scheffe's Post Hoc Analysis for Impulsiveness in Purchasing 
Products across Regions and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(1-J) 
.08 
-.57 
L30 
.48 
L22 
.73 
Sig. 
.85 
.00 
.00 
.01 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.40 
-.08 
.31 
Sig. 
.00 
.80 
.07 
It can be revealed from table 4.12(b) that on region basis most of sub cultural groups 
paired with each other show significance less than 0.05 at 95% confidence interval, 
indicating that significant differences exist in the impulsiveness among these regional 
sub cultural groups for personal care products except (Jammu-Kashmir) pair, as the 
significance between this pair is less than 0.05 at 95% confidence interval, indicating 
that no significant differences exist in the impulsiveness among these regional sub 
cultural groups. On religion basis, most of sub cultural groups paired with each other 
show significance greater than 0.05 at 95% confidence interval, indicating that no 
significant differences exist in the impulsiveness among these religious sub cultural 
groups for personal care products except (Muslim-Others) pair, as the significance 
between this pair is less than 0.05 at 95% confidence interval, indicafing that 
significant differences exist in the impulsiveness among these religious sub cultural 
groups. 
4.1.13: Confusion Faced across Regions and Religions for Personal Care 
Products 
Table 4.13(a): Descriptive Statistics and Result of ANOVA Test for Confusion 
Faced across Regions and Religions for Personal Care Products 
: N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.04 
.85 
Reg 
Kashmir 
198 
1.93 
1.01 
Subculture Group 
ion 
Ladakh 
52 
1.80 
.72 
Gujjars 
54 
1.72 
.82 
Total 
483 
1.93 
.91 
2.07 
.10 
Muslim 
268 
1.95 
.99 
Religion 
Hindu 
125 
1.90 
.90 
Others 
90 
1.94 
.63 
.12 
.88 
Total 
483 
1.93 
.91 
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Table 4.13(a) shows the mean value obtained on the dimension of confusion faced for 
four regional and three religious subcultural groups for personal care products. It has 
been found that on region basis,, Jammu region face the highest confusion due to over 
choice with a mean value of 2.04, followed by Kashmir (mean value 1.93), and 
Ladakh (mean value 1.80). Gujjars have been found to face least confusion due to 
over choice with a mean value of 1.72. On religion basis, Muslims have scored 
highest confusion due to over choice with a mean value of 1.95, followed by others 
(mean value 1.94). Hindus have; been found to face least confusion with a mean value 
of 1.90. 
Furthermore, it is revealed that F value for region basis is 2.07 and on religion 
basis is .12, with significance of .10 for region and .88 for religion, which is greater 
than 0.05 at 95% confidence interval for both region and religion, meaning that 
significant differences do not exist in mean value of confusion faced, among the 
sub cultural groups on region as well as religion basis for personal care products. 
On the basis of the above resuhs, the suppositions: 
Hold- There is no significant difference in the confusion faced across the four 
subcultural groups based on the region for the personal care products and 
Hoih- There is no significant difference in the confusion faced across the three 
subcultural groups based on the religion for the personal care products are 
supported. 
Table 4.13(b): Scheffe's Post Hoc Analysis for Confusion faced across Regions 
and Religions for Personal Care Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(1-J) 
1.07 
,23 
,31 
.12 
,20 
,08 
Sig. 
.72 
.45 
.18 
.85 
.53 
.97 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others. 
Others 
Mean 
diff. 
(I-J) 
.04 
.00 
-.03 
Sig. 
.88 
.99 
.95 
It can be revealed from table 4.13(b) that on region as well as religion basis, 
all sub cultural groups paired with each other show significance greater than 0.05 at 
95% confidence interval, indicating that no significant differences exist in the 
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confusion faced among these regional as well as religious sub cultural groups for 
personal care products. 
4.2.1: Brand Consciousness across Regions and Religions for Dairy 
Products 
Table 4.1(c): Descriptive Statistics and Result of ANOVA Test for Brand 
Consciousness across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.28 
.97 
Reg 
Kashmir 
198 
2.97 
.95 
Subculture Group 
ion 
Ladakh 
52 
2.45 
.64 
Gujjars 
54 
1.90 
.61 
Total 
483 
2.91 
.10 
37.34 
.00 
Muslim 
268 
2.87 
.91 
Religion 
Hindu 
125 
3.11 
1.24 
Others 
90 
2.75 
.80 
3.94 
.02 
Total 
483 
2.91 
1.00 
Table 4.1(c) shows the mean value obtained on the dimension of brand consciousness 
for four regional and three religious subcultural groups for dairy products. It has been 
found that on region basis, Jammu region has the highest brand consciousness with a 
mean value of 3.28, followed by Kashmir (mean value 2.97), and Ladakh (mean value 
2.45). Gujjars have been found to have a lowest brand consciousness with a mean 
value of 1.90. On religion basis, Hindus have the highest brand consciousness with a 
mean value of 3.11, followed by Muslims (mean value 2.87). Others have been found 
to have a lowest brand consciousness with a mean value of 2.75. 
Furthermore, F value for region basis is 37.34 and on religion basis is 3.94 
with significance of 0.00 for both region and 0.02 for religion, which is less than 0.05 
at 95% confidence interval for region and religion, meaning that significant 
differences exist in mean value of brand consciousness among the sub cultural 
groups on region as well as on religion basis for dairy products. On the basis of the 
above results, the suppositions: 
Ho5a- There is no significant difference in the brand consciousness across the four 
subcultural groups based on the region for the dairy products and 
Ho5e- There is no significant difference in the brand consciousness across the three 
subcultural groups based on the religion for the dairy products wt not supported. 
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Table 4.1(d): Scheffe's Post Hoc Analysis for Brand Consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.30 
.82 
L37 
.52 
1,07 
.55 
Sig. 
.01 
.00 
.00 
.00 
.00 
.02 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.24 
.11 
.36 
Sig. 
.08 
.61 
.03 
It can be revealed from table 4.1(d) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
interval. This indicates that significant differences exist in the brand consciousness 
across four sub cultural groups for Dairy products. However on religion basis, the 
significance between most the sub cuhural groups paired with each other is greater 
than 0.05 at 95% confidence interval indicating that no significant differences exist 
among these religious sub cultural groups for dairy products except (Hindu-Others) 
pair, as the significance betwee:n these sub cultural groups is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these religious 
sub cultural groups. 
4.2.2: Brand Loyalty across Regions and Religions for Dairy Products 
Table 4.2(c): Descriptive Statistics and Result of ANOVA Test for Brand 
Loyalty across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.93 
L24 
Subculture Group 
Region 
Kashmir 
198 
2.46 
1.21 
Ladakh 
52 
1.90 
.92 
Gujjars 
54 
1.27 
.38 
Total 
483 
2.44 
1.25 
34.09 
.00 
Muslim 
268 
2.41 
1.26 
Religion 
Hindu 
125 
2.60 
1.29 
Others 
90 
2.41 
1.11 
1.68 
.18 
Total 
483 
2.44 
1.25 
Table 4.2(c) shows the mean value obtained on the dimension of brand loyalty for 
four regional and three religious subcultural groups for dairy pi'oducts. It has been 
found that on region basis, Jammu region has the highest brand loyalty with a mean 
value of 2.93, followed by Kashmir (mean value 2.46), and Ladakh (mean value 
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1.90). Gujjars have been found to have a lowest brand loyalty v\ith a mean value of 
1.27. On religion basis, brand loyalty is very high in Hindus with a mean value of 
2.60, followed by Muslims and others (mean value 2.41 & 2.41 respectively). 
Furthermore, it is revealed that F value for region basis is 34.09 and on 
religion basis is 1.68 with significance of 0.00 for region and .18 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value of brand loyalty among the sub cultural groups on 
region basis, while on religion basis, significant differences do not exist in the mean 
value of brand loyalty among the sub cultural groups for dairy products. On the 
basis of the above resuhs, the suppositions: 
Ho5b- There is no significant difference in the brand loyalty across the four 
subcultural groups based on the region for the dairy products is not supported and 
Ho5f- There is no significant difference in the brand loyalty across the three 
subcultural groups based on the religion for the dairy products is supported. 
Table 4.2(d): Scheffe's Post Hoc Analysis for Brand Loyalty across Regions 
and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladaidi 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.47 
1.03 
1.66 
.55 
1.18 
.63 
Sig. 
.00 
.00 
.00 
.02 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I-J) 
-.18 
.11 
.30 
Sig. 
.37 
.76 
.21 
It can be revealed from table 4.2(d) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
interval. This indicates that significant differences exist in the brand loyalty among 
these regional sub cultural groups for dairy products. However on religion basis, all 
three sub cultural groups paired with each other show significance greater than 0.05 at 
95% confidence interval, indicating that no significant differences exist in the brand 
loyalty among these religious subcultural groups for dairy products. 
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4.2.3: Quality Consciousness across Regions and Religions for Dairy Products 
Table 4.3(c) shows the mean value obtained on the dimension of quality 
consciousness for four regional and three religious sub cultural groups for dairy 
products. It has been found that on region basis, quality consciousness in Jammu is 
highest with a mean value of 4.59, followed by Kasmiris (mean value 4.58), and 
Ladakhis (mean value 3.06). Gujjars have been found to have a lowest quality 
consciousness with a mean value of 2.39. On religion basis, Hindus have the highest 
quality consciousness with a mean value of 4.66, followed by others (mean value 
4.04). Muslims have been found to have a lowest quality consciousness with a mean 
value of 3.99. 
Table 4.3(c): Descriptive Statistics and Result of ANOVA Test for Quality 
Consciousness across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.59 
.55 
Subculture Group 
Region 
Kashmir 
198 
4.58 
.38 
Ladakh 
52 
3.06 
1.10 
Gujjars 
54 
2.39 
.56 
Total 
483 
4.17 
.97 
291.88 
.00 
Muslim 
268 
3.99 
1.01 
Religion 
Hindu 
125 
4.66 
.62 
Others 
90 
4.04 
1.04 
22.64 
.00 
Total 
483 
4.17 
.97 
Furthermore, it is revealed that F value for region basis is 291.88 and on religion basis 
is 22.64, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of quality consciousness, among the sub cultural groups on region as well as 
religion basis for dairy products. On the basis of the above results, the suppositions: 
Ho6a- There is no significant difference in the quality consciousness across the four 
subcultural groups based on the region for the dairy products and 
Ho6d- There is no significant difference in the quality consciousness across the three 
subcultural groups based on the religion for the dairy products are not supported. 
It can be revealed from table 4.3(d) that on region basis, the significance 
between most of the of the sub cultural groups paired with each other is less than 0.05 
at 95% confidence interval indicating that significant differences exist among these 
regional sub cultural groups except (Jammu-Kashmir) pair, as the significance 
difference between this pair is greater than 0.05 at 95% confidence interval, meaning 
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that significant differences do not exist in the quality consciousness among these 
subcultural groups for dairy products. 
Table 4.3(d): Scheffe's Post Hoc Analysis for Quality Consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.00 
L52 
2.19 
1.51 
2.18 
.66 
Sig. 
1.00 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
• 
Mean 
diff. (I J) 
-.66 
-.0.4 
.61 
Sig. 
.00 
.92 
.00 
However on religion basis, the significance between most of the sub cultural groups 
paired with each other is less than 0.05 at 95% confidence interval indicating that 
significant differences exist among these religious sub cultural groups except 
(Muslim-Others) pair, as the significance difference between these pairs is greater 
than 0.05 at 95% confidence interval, meaning that significant differences do not exist 
in the quality consciousness among these subcultural groups for dairy products. 
4.2.4: Price Consciousness across Regions and Religions for Dairy Products 
Table 4.4(c): Descriptive Statistics and Result of ANOVA Test for Price 
consciousness across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
-
Jammu 
179 
3.38 
1.45 
Subculture Group 
Region 
Kashmir 
198 
3.28 
1.29 
Ladakh 
52 
3.94 
.70 
Gujjars 
54 
4.55 
.47 
Total 
483 
3.53 
1.31 
17.37 
.00 
Muslim 
268 
3.60 
1.25 
Religion 
Hindu 
125 
3.16 
1.47 
Others 
44 
3.58 
.97 
3.55 
.00 
Total 
483 
3.49 
1.27 
Table 4.4(c) shows the mean value obtained on the dimension of price consciousness 
for four regional and three religious sub cultural groups for dairy products. It has been 
found that, on region basis, price consciousness in Gujjars is highest with a mean 
value of 4.55, followed by Ladakhis (mean value 3.94), and Jammu region (mean 
value 3.38). Kashmiris have been found to have a lowest Price consciousness with a 
mean value of 3.28. On religion basis, Price Consciousness in Muslims is highest with 
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a mean value of 3.60, followed by others (mean value 3.60). Hindus have been found 
to be lowest Price consciousness v/ith a mean value of 3.16. 
Furthermore, it is revealed that F value for region basis is 17.37 and on 
religion basis is 3.55 with significance of 0.00 for region and 0.00 for religion 
respectively, which is less than 0.05 at 95% confidence interval for region as well as 
religion meaning that significant differences exist in mean value of price 
consciousness among the sub cultural groups on region as well as religion basis for 
dairy products. On the basis of the above results, the suppositions: 
H{)8a- There is no significant difference in the price consciousness across the four 
subcultural groups based on the region for the dairy products and 
Hosd- There is no significant difference in the price consciousness across the three 
subcultural groups based on the religion for the dairy products are not supported. 
Table 4.4(d): Scheffe's Post Hoc Analysis for Price Consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-D 
.10 
-.55 
-1.16 
-.66 
-1.26 
-.60 
Sig. 
.88 
.04 
.00 
.00 
.00 
.10 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Muslim 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.32 
-.01 
-.34 
Sig. 
.07 
.99 
.17 
It can be revealed from table 4.4(d) that on region basis, among all the sub cultural 
groups paired with each other, most of the (I-J) pairs have significance less than 0.05 
at 95% confidence interval. This means that significant differences exist in the price 
consciousness between these sub cultural groups for dairy products except (Jammu-
Kashmir) and (Ladakh-Gujjars), as the significance between these pairs is greater than 
0.05 at 95%) confidence interval, Indicating that significant differences do not exist 
among these sub cultural pairs in the price consciousness for dairy products. However 
on religion basis, among all suti cultural groups paired with each other, most of sub 
cultural groups show significance greater than 0.05 at 95% confidence interval, 
91 
indicating that no significant differences exist in the price consciousness among these 
reUgious sub cultural groups for dairy products. 
4.2.5: Consciousness with Respect to Origin of Product across Regions and 
Religions for Dairy Products 
Table 4.5(c): Descriptive Statistics and Result of ANOVA Test for 
Consciousness with Respect to Origin of Product across Regions and Religions 
for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.32 
.82 
Subculture Group 
Region 
Kashmir 
198 
3.81 
.99 
Ladakh 
52 
2.99 
.83 
Gujjars 
54 
3.38 
1.39 
Total 
483 
3.49 
1.00 
13.60 
.00 
Muslim 
268 
3.66 
1.04 
Religion 
Hindu 
125 
3.41 
.88 
others 
44 
3.08 
.93 
12.22 
.00 
Total 
483 
3.49 
1.00 
Table 4.5(c) shows the mean value obtained on the dimension of consciousness with 
respect to origin of product for four regional and three religious subcultural groups for 
dairy products. It has been found that on region basis, Kashmir region has the highest 
consciousness with respect to the origin with a mean value of 3.81, followed by 
Gujjars (mean value 3.38), and Jammu region (mean value 3.32). Ladakhis have been 
found to have a lowest consciousness with respect to the origin of the product with a 
mean value of 2.99. On religion basis, Muslims have the highest consciousness with 
respect to the origin of the product with a mean value of 3.66, followed by Hindus 
(mean value 3.41). Others have been found to have a lowest Consciousness with 
respect to the origin of the product with a mean value of 3.08. 
Furthermore, h is revealed that F value for region basis is 13.60 and on 
religion basis is 12.22, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of consciousness with respect to origin of product, among the sub 
cultural groups on region as well as religion basis for dairy products. On the basis 
of the above results, the suppositions: 
Ho6c- There is no significant difference in the consciousness with respect to origin of 
product across the four subcultural groups based on the region for the dairy 
products and 
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H()(,f. There is no significant difference in the consciousness with respect to origin of 
product across the three subcultural groups based on the religion for the dairy 
products are not supported. 
Table 4.5(d): Scheffe's Post Hoc Analysis for Consciousness with Respect to 
Origin of Product across Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.48 
.32 
-.06 
.81 
.42 
-.39 
Sig. 
.00 
.21 
.97 
.00 
.04 
.23 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
.24 
.58 
.33 
Sig. 
.07 
.00 
.05 
It can be revealed from table 4.5(d) that on region basis the significance between most 
of the Sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist among these regional sub cultural 
groups except (Jammu-Ladakh), (Jammu-Gujjars) and (Ladakh-Gujjars) pairs, as the 
significance difference between these pairs is greater than 0.05 at 95% confidence 
interval, meaning that significant differences do not exist in the consciousness with 
respect to origin of product among these sub cultural groups for dairy products. 
However on religion basis, the significance between most of the sub cultural groups 
paired with each other is greater than 0.05 at 95% confidence interval indicating that 
no significant differences exist among these religious sub cultural groups except 
(Muslim-Others) pair, as the significance difference between this pair is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in the 
consciousness with respect to origin of product among these subcultural groups for 
dairy products. 
4.2.6: Health Consciousness across Regions and Religions for Dairy Products 
Table 4.6(c) shows the mean value obtained on the dimension of health consciousness 
for four regional and three religious subcultural groups for dairy products. It has been 
found that on region basis, Jammu region has the highest health consciousness with a 
mean value of 4.23, followed by Kashmir (mean value 3.86), and Ladakh (mean value 
3.32). Gujjars have been found to have a lowest health consciousness with a mean 
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value of 2.74. On religion basis, health consciousness is very high in Hindus with a 
mean value of 4.39, followed by others (mean value 3.83). Muslims have been found 
to have a lowest health consciousness with a mean value of 3.60. 
Table 4.6(c): Descriptive Statistics and Result of ANOVA Test for Health 
consciousness across Regions and Religions for Dairy Products 
Sub Cultural Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.23 
.96 
Kashmir 
198 
3.86 
1.19 
Ladakh 
52 
3.32 
.63 
Gujjars 
54 
2.74 
.73 
Total 
483 
3.82 
1.11 
34.29 
.00 
Religion 
Muslim 
268 
3.60 
1.11 
Hindu 
125 
4.39 
1.02 
Others 
90 
3.83 
.89 
Total 
483 
3.82 
1.11 
24.46 
.00 
Furthermore, it is revealed that F value for region basis is 34.29 and on religion basis 
is 24.46, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of health consciousness, among the sub cultural groups on region as well as 
religion basis for dairy products. On the basis of the above results, the suppositions: 
Ho6a- There is no significant difference in the health consciousness across the four 
subcultural groups based on the region for the dairy products and 
Ho6d- There is no significant difference in the health consciousness across the three 
subcultural groups based on the religion for the dairy products are not supported. 
Table 4.6(d): Scheffe's Post Hoc Analysis for Health Consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.36 
.91 
1.48 
.54 
1.21 
.57 
Sig. 
.00 
.00 
.00 
.00 
.00 
.03 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Muslim 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.79 
-.07 
-.71 
Sig. 
.00 
.84 
.00 
It can be revealed from table 4.6{d) that on region basis the significance between all 
the sub cultural groups paired v/ith each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the health consciousness among 
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all regional sub cultural groups for dairy products. On religion basis, the significance 
between most of the sub cultural groups paired with each other is less than 0.05 at 
95% confidence interval indicating that significant differences exist among these 
religious sub cultural groups exc<jpt (Muslim-Others) pair, as the significance between 
this pair is greater than 0.05 at 95% confidence interval, meaning that significant 
differences do not exist in the health consciousness among these subcultural groups 
for dairy products. 
4.2.7: Packaging Consciousness across Regions and Religion for Dairy Products 
Table 4.7(c) shows the mean value obtained on the dimension of packaging 
consciousness for four regional and three religious subcultural groups for dairy 
products. It has been found that on region basis, Jammu region has the highest 
packaging consciousness with a mean value of 3.00, followed by Kashmir (mean 
value 2.65), and Ladakh (mean value 2.13). Gujjars have been found to have a lowest 
packaging consciousness with a mean value of 1.40. On religion basis, Hindus has the 
highest packaging consciousness with a mean value of 3.04, followed by others (mean 
value 2.53). Muslims have been found to have a lowest packaging consciousness with 
a mean value of 2.41. 
Table 4.7(c): Descriptive Statistics and Result of ANOVA Test for Packaging 
Consciousness across Regions and Religions for Dair>' Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.00 
1.30 
Sub Cultural Group 
Region 
Kashmir 
198 
2.65 
1.12 
Ladakh 
52 
2,13 
1,28 
Gujjars 
54 
1.40 
.96 
Total 
483 
2.59 
1.29 
28.13 
.00 
Muslim 
268 
2.41 
1.24 
Religion 
Hindu 
125 
3.04 
1.37 
Others 
90 
2.53 
1.16 
10.70 
.00 
Total 
483 
2.59 
1.29 
Furthermore, it is revealed that F value for region basis is 28.13 and on religion basis 
is 10.70, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of packaging consciousness, among the sub cultural groups on region as well as 
religion basis for dairy products. On the basis of the above results, the suppositions: 
Ho7a- There is no significant difference in the packaging consciousness across the 
four subcultural groups based on the region for the dairy products and 
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Ho7d- There is no significant difference in the packaging consciousness across the 
three subcultural groups based on the religion for the dairy products are not 
supported. 
It can be revealed from table 4.7(d) that on region basis the significance 
between all the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the packaging 
consciousness among these regional sub cultural groups for dairy products. 
However on religion basis, the significance between most of the sub cultural groups 
paired with each other is greater than 0.05 at 95% confidence interval indicating that 
no significant differences exist in the packaging consciousness among these religious 
sub cultural groups except (Muslim-Other) pair, as the signifi^ cance difference 
between this pair is less than 0.05 at 95% confidence interval, meaning that 
significant differences exist in the packaging consciousness among these subcultural 
group for dairy products. 
Table 4.7(d): Scheffe's Post Hoc Analysis for Packaging consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.36 
.88 
1.61 
.52 
1.25 
.72 
Sig. 
.03 
.00 
m 
.04 
.00 
.02 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.63 
-.12 
.50 
Sig. 
.00 
.73 
.01 
4.2.8: Choice of Retailer across Region and Religion for Dairy Products 
Table 4.8(c): Descriptive Statistics and Result of ANOVA Test for Choice of 
Retailer across Regions and Religions for Dairy Products 
" 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.58 
1.11 
Reg 
Kashmir 
198 
3.18 
1.24 
Subculture Group 
ion 
Ladakh 
52 
2,50 
1.10 
Gujjars 
54 
1.79 
1.27 
Total 
483 J 
3.10 
1.31 
36.39 
.00 
Muslim 
268 
2.68 
1.33 
Religion 
Hindu 
125 
3.75 
l.:24 
Others 
90 
3.18 
.95 
16.53 
.00 
Total 
483 
3.10 
1.31 
96 
Table 4.8(c) shows the mean value obtained on the dimension of choice of retailer for 
four regional and three religious sub cultural groups for dairy products. It has been 
found that on region basis, Jammu region has the highest choice of retailer with a 
mean value of 3.58, followed by FLashmir (mean value 3.18), and Ladakh (mean value 
2.50). Gujjars have been found to have a lowest choice of retailer with a mean value 
of 1.79. On religion basis, Hindus have the highest choice of retailer with a mean 
value of 3.75, followed by others (mean value 3.18). Muslims have been found to 
have a lowest choice of retailer with a mean value of 2.68. 
Furthermore, it is revealed that F value for region basis is 36.39 and on 
religion basis is 16.53 with significance of 0.00 for both region and religion, which is 
less than 0.05 at (95%) confidenc;e interval for both region and religion meaning that 
significant differences exist in mean value of choice of retailer among the sub 
cultural groups on both region as well as religion basis, for dairy products. On the 
basis of the above results, the suppositions: 
Ho8b- There is no significant difference in the choice of retailer across the four 
subcultural groups based on the region for the dairy products is and 
Hose- There is no significant difference in the choice of retailer across the three 
subcultural groups based on the religion for the dairy products are not supported. 
Table 4.8(d): Scheffe's Post Hoc Analysis for Choice of Retailer across Regions 
and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.39 
1.07 
1.79 
.67 
1.39 
.71 
Sig. 
.01 
.00 
.00 
.00 
.00 
.02 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.78 
-.15 
.63 
Sig. 
.00 
.60 
.00 
It can be revealed from table 4.8(d) that on region basis the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist among these regional sub cultural 
groups for choice of retailer ibr dairy products. However, on religion basis, the 
significance between most of the sub cultural groups paired with each other is less 
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than 0.05 at 95% confidence interval indicating that significant differences exist in the 
choice of retailer among these religious sub cultural groups for dairy products except 
(Muslim-Others) pair, as the significance difference between this pair is greater than 
0.05 at 95% confidence interval, meaning that significant differences do not exist in 
the choice of retailer among these sub cultural groups for dairy products. 
4.2.9: Promotion Consciousness across Regions and Religions for Dairy Products 
Table 4.9(c): Descriptive Statistics and Result of ANOVA Test for Promotion 
consciousness across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.14 
1.37 
Subculture Group 
Region 
Kashmir 
198 
2.74 
1.48 
Ladakh 
52 
2.14 
.94 
Gujjars 
54 
1.41 
.68 
Total 
483 
2.67 
1.42 
26.69 
.00 
Muslim 
268 
2.48 
1.46 
Religion 
Hindu 
125 
3.18 
1.45 
Others 
90 
2.56 
1.10 
10.92 
.00 
Total 
483 
2.67 
1.42 
Table 4.9(c) shows the mean value obtained on the dimension of promotion 
consciousness for four regional and three religious sub cultural groups for dairy 
products. It has been found that on region basis, Jammu region has the highest 
promotion consciousness with a mean value of 3.14, followed by Kashmir (mean 
value 2.74), and Ladakh (mean value 2.14). Gujjars have been found to have a lowest 
promotion consciousness with a mean value of 1.41. On religion basis, Hindus have 
the highest promotion consciousness with a mean value of 3.18, followed by others 
(mean value 2.56). Others have been found to have a lowest promotion consciousness 
with a mean value of 2.48. 
Furthermore, it is revealed that F value for region basis is 26.69 and on 
religion basis is 10.92, with significance of (0.00) for both region and religion, which 
is less than 0.05 at 95% confidence interval, meaning that significant differences 
exist in mean value of promotion consciousness, among the sub cultural groups on 
region as well as religion basis for dairy products. On the basis of the above results, 
the suppositions: 
Ho7c- There is no significant difference in the promotion consciousness across the 
four subcultural groups based on the region for the dairy products and 
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Ho7f. There is no significant difference in the promotion consciousness across the 
three subcultural groups based on the religion for the dairy products are not 
supported. 
Table 4.9(d): Scheffe's Post Hoc Analysis for Promotion Consciousness across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.40 
LOO 
L72 
.59 
L32 
.72 
Sig. 
.03 
.00 
.00 
.04 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.69 
-.08 
-.61 
Sig. 
.00 
.88 
.00 
It can be revealed from table 4.9(d) that on region basis, the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the promotion consciousness 
among these regional sub cultural groups for dairy products. However on religion 
basis, the significance between most of the sub cultural groups paired with each other 
is less than 0.05 at 95% confidence interval indicating that significant differences 
exist among these religious sub cultural groups except (Muslim-Others) pair, as the 
significance between this pair is greater than 0.05 at 95%o confidence interval, 
meaning that significant differences do not exist in the promotion consciousness 
among this subcultural pair for dairy products. 
4.2.10: Quantity of Purchase across Regions and Religion for E^airy Products 
Table 4.10(c): Descriptive Statistics and Result of ANOVA Tiest for Quantity of 
Purchase across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.51 
1.26 
Subculture Group 
Region 
Kashmir 
198 
2.89 
1.51 
Ladakh 
52 
1.93 
1.02 
27.33 
.00 
Gujjars 
54 
1.20 
.40 
Total 
483 
2.46 
1.39 
Muslim 
268 
2.41 
1.54 
Religion 
Hindu 
125 
2.68 
1.27 
Others 
90 
2.27 
1.01 
2.52 
.08 
Total 
483 
2.46 
1.39 
99 
Table 4.10(c) shows the mean value obtained on the dimension of Quantity of 
Purchase for four regional and three religious subcuhural groups for dairy products. It 
has been found that on region basis, Kashmir region has the highest quantity of 
purchase with a mean value of 2.89, followed by Jammu (mean value 2.51), and 
Ladakh (mean value 1.93). Gujjars have been found to have a lowest quantity of 
purchase with a mean value of 1.20. On religion basis, the quantity of purchase is very 
high in Hindus with a mean value of 2.68, followed by Muslims (mean value 2.41). 
Quantity of purchase has been found to be lowest in others with a mean value of 2.27. 
Furthermore, it is revealed that F value for region basis is 27.33 and on 
religion basis is 2.52 with significance of 0.00 for region and .08 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value of quantity of purchase among the sub cultural 
groups on region basis while, on religion basis significant differences do not exist 
in the mean value of quantity of purchase among the sub cultural groups for dairy 
products. On the basis of the above results, the suppositions: 
Ho7b- There is no significant difference in the quantity of Purchase across the four 
subcuhural groups based on the region for the dairy products is not supported and 
Ho7e- There is no significant difference in the quantity of Purchase across the three 
subcuhural groups based on the religion for the dairy products is supported. 
Table 4.10(d): Scheffe's Post Hoc Analysis for Quantity of Purchase across 
Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(i-.r) 
-.37 
.57 
1.31 
.95 
1.68 
.73 
Sig. 
.04 
.04 
.00 
.00 
.00 
.03 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.26 
.14 
.40 
Sig. 
.21 
.69 
.10 
It can be revealed from table 4.10(d) that on region basis, the significance between all 
the of the sub cultural groups paired with each other is less than 0.05 at 95% 
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confidence interval indicating that significant differences exist among these regional 
sub cultural groups in the quantity of purchase for dairy products. However on 
religion basis, all three sub cultural groups paired with each other show significance 
greater than 0.05 at 95% confidence interval, indicating that no significant differences 
exist in the quantity of purchase among these religious subcultural groups for dairy 
products. 
4.2.11: Choice of Mode of Payment across Regions and Religions for Dairy 
Products 
Table 4.11(c): Descriptive Statistics and Result of ANOVA Test for Choice of 
Mode of Payment across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.61 
.97 
Subculture Group 
Region 
Kashmir 
198 
2.84 
1.01 
Ladakh 
52 
3.41 
1.09 
Gujjars 
54 
3.97 
.52 
Total 
483 
2.94 
1.05 
32.34 
.00 
Muslim 
268 
3.20 
.94 
Religion 
Hindu 
125 
2.50 
1.09 
Others 
90 
2.80 
1.09 
21.65 
.00 
Total 
483 
2.94 
1.05 
Table 4.11(c) shows the mean value obtained on the dimension of choice of mode of 
payment for four regional and three religious sub cultural groups for dairy products. It 
has been found that on region basis, Gujjars have the highest mode of payment with a 
mean value of 3.97, followed by Ladakh (mean value 3.41), and Kashmir (mean value 
2.84). Jammu region have been found to have a lowest mode of payment with a mean 
value of 2.61. On religion basis, choice of mode of payment is very high in Muslims 
with a mean value of 3.20, followed by others (mean value 2.80). Mode of payment 
has been found to be lowest in Hindus with a mean value of 2.50. 
Furthermore, it is revealed that F value for region basis is 32.34 and on 
religion basis is 21.65, with significance of (0.00) for both region and religion, which 
is less than 0.05 at 95% confidence interval, meaning that significant differences 
exist in mean value of choice of mode of payment, among the sub cultural groups 
on region as well as religion basis for dairy products. On the basis of the above 
results, the suppositions: 
Ho8c- There is no significant difference in the choice of mode of payment across the 
four subcultural groups based on the region for the dairy products and 
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Ho8f- There is no significant difference in the choice of mode of payment across the 
three subcultural groups based on the religion for the dairy products are not 
supported. 
Table 4.11(d): Scheffe's Post Hoc Analysis for Choice of Mode of Payment 
across Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.23 
-.80 
-L36 
-.57 
-L12 
-.55 
Sig. 
L35 
.00 
.00 
.00 
.00 
.03 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent; 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
.70 
.40 
-.30 
Sig. 
.00 
.00 
.09 
It can be revealed from table 4.11(d) that on region basis, the significance between 
most of the sub cultural groups among all the sub cultural groups paired with each 
other is less than 0.05 at 95% confidence interval indicating that significant 
differences exist in the choice of mode of payment among these regional sub cultural 
groups for dairy products except (Jammu-Kashmir) sub cultural groups, as the 
significance between these sub cultural groups is greater than 0.05 at 95% confidence 
interval, indicating that significant differences do not exist in the choice of mode of 
payment among these regional sub cultural groups for dairy products. However, on 
religion basis, the significance between most of the sub cultural groups paired with 
each other is less than 0.05 at 95% confidence interval indicating that significant 
differences exist in the choice of mode of payment among these religious sub cultural 
groups except (Hindu-Others) pair, as the significance between this pair is less than 
0.05 at 95%) confidence interval, meaning that significant differences do not exist in 
the choice of mode of payment among these sub cultural groups for dairy products. 
4.2.12: Impulsiveness in Purchasing Products across Regions and Religions for 
Dairy Products 
Table 4.12(c) shows the mean value obtained on the dimension of impulsiveness for 
four regional and three religious subcultural groups for dairy products. It has been 
found that on region basis, Kaslimir region has the highest impulsiveness with a mean 
value of 2.26, followed by Jammu (mean value 2.24), and LadakJi (mean value 2.22). 
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Gujjars have been found to have a lowest Impulsiveness with a mean value of 1.92. 
On religion basis, Impulsiveness is very high in Hindus with a mean value of 2.43, 
followed by others (mean value 2.28). Impulsiveness has been found to be lowest in 
Muslims with a mean value of 2.25. 
Table 4.12(c): Descriptive Statistics and Result of ANOVA Test for 
Impulsiveness in Purchasing Products across Regions and Religions for Dairy 
Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.43 
1.23 
Subculture Group 
Region 
Kashmir 
198 
2.44 
1.11 
Ladakh 
52 
1.93 
.62 
Gujjars 
54 
1.73 
.63 
Total 
483 
2.21 
1.10 
8.97 
00 
Muslim 
268 
2.25 
1.05 
Religion 
Hindu 
125 
2.43 
1.28 
1.1 
Others 
90 
2.28 
.98 
0 
.33 
Total 
483 
2.30 
1.10 
Furthermore, it is revealed that F value for region basis is 8.97 and on religion basis is 
1.10, with significance of .00 for region and .33 for religion, which is less than 0.05 at 
95% confidence interval for region and greater than 0.05 at 95% confidence interval 
for religion, meaning that significant differences exist in mean value of 
impulsiveness, among the sub cultural groups on region basis and significant 
differences do not exist in mean value of impulsiveness, among the sub cultural 
groups on religion basis for dairy products. On the basis of the above results, the 
suppositions: 
-Hosc- There is no significant difference in the impulsiveness across the four 
subcultural groups based on the region for the dairy products is not supported and 
Ho5g. There is no significant difference in the impulsiveness across the three 
subcultural groups based on the religion for the dairy products is supported. 
It can be revealed from table 4.12 (d) that on region basis, most of sub cultural 
groups paired with each other show significance less than 0.05 at 95% confidence 
interval, indicating that significant differences exist in the impulsiveness among these 
regional sub cultural groups for dairy products except (Jammu-Kashmir) and 
(Ladakh-Gujjars) sub cultural groups, as the significance between these pairs is 
greater than 0.05 at 95% confidence interval, indicating that significant differences do 
not exist in the impulsiveness among these regional sub cultural groups for dairy 
products. On religion basis, all sub cultural groups paired with each other show 
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significance greater than 0.05 at 95% confidence interval, indicating that significant 
differences do not exist in the impulsiveness among these religious sub cultural 
groups for dairy products. 
Table 4.12(d): Scheffe's Post Hoc Analysis for Impulsiveness in Purchasing 
Products across Regions and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.00 
.49 
.70 
.50 
.70 
.20 
Sig. 
1.0 
0 
.03 
.00 
.02 
.00 
.82 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I-J) 
-.17 
-.02 
.14 
Sig. 
.34 
.97 
.62 
4.2.13: Confusion Faced across Regions and Religions for Dairy Products 
Table 4.13(c) shows the mean value obtained on the dimension of confusion faced for 
four regional and three religious subcultural groups for dairy products. It has been 
found that on region basis, Jammu region face the high confusion due to over choice 
with a mean value of 2.18, followed by Kashmir (mean value 2.10), and Ladakh 
(mean value 1.99). Gujjars have been found to face less confusion due to over choice 
with a mean value of 1.87. On religion basis, confusion faced due over choice is very 
high in others with a mean value of 2.21, followed by Muslims (mean value 2.11). 
Confusion faced due over choice has been found to be lowest in Hindus with a mean 
value of 1.98. 
Table 4.13(c): Descriptive Statistics and Result of ANOVA Test for Confusion 
Faced across Regions and Religions for Dairy Products 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.18 
.97 
Subculture Group 
Region 
Kashmir 
198 
2.10 
.99 
Ladakh 
52 
1.99 
.73 
Gujjars 
54 
1.87 
.68 
Total 
483 
2.09 
.93 
1.86 
.13 
Muslim 
268 
2.11 
.96 
Iteligion 
Hindu 
125 
1.98 
.94 
Others 
90 
2.21 
.81 
1.61 
2.00 
Total 
483 
2.09 
.93 
Furthermore, it is revealed that F value for region basis is 1.86 and on religion basis is 
1.61, with significance of .13 for region and 2.00 for religion, which is greater than 
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0.05 at 95% confidence interval for both region and religion, meaning that significant 
differences do not exist in mean value of confusion faced, among the sub cultural 
groups on region as well as religion basis for dairy products. On the basis of the 
above results, the suppositions: 
Ho5d- There is no significant difference in the confusion faced across the four 
subcultural groups based on the region for the dairy products and 
Ho5h- There is no significant dijference in the confusion faced across the three 
subcultural groups based on the religion for the dairy products are supported. 
Table 4.13(d): Scheffe's Post Hoc Analysis for Confusion faced across Regions 
and Religions for Dairy Products 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.08 
.19 
.31 
.11 
.23 
.12 
Sig. 
.84 
.61 
.18 
.89 
.45 
.93 
Religion 
Respondent 
Region (I) 
Muslim 
Hindu 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.12 
-.19 
-.06 
Sig. 
.81 
.79 
.99 
It can be revealed from table 4.13(d) that on region as well as religion basis, all sub 
cultural groups paired with each other show significance greater than 0.05 at 95% 
confidence interval, indicating that no significant differences exist in the confusion 
faced among these regional as well as religious sub cultural groups for dairy products. 
4.3.1: Brand Consciousness across Regions and Religions for Beverages 
Table 4.1(e) shows the mean value obtained on the dimension of brand consciousness 
for four regional and three religious subcultural groups for beverages. It has been 
found that on region basis, Jammu region has the highest brand consciousness with a 
mean value of 4.08, followed by Kashmir (mean value 3.78), and Ladakh (mean value 
3.19). Gujjars have been found to have a lowest brand consciousness with a mean 
value of 2.67. On religion basis., Hindus have the highest brand consciousness with a 
mean value of 3.83, followed by others (mean value 3.68). Muslims have been found 
to have a lowest brand consciousness with a mean value of 3.65. 
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Table 4.1(e): Descriptive Statistics and Result of ANOVA Test for Brand 
Consciousness across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.08 
.83 
Subculture Group 
Region 
Kashmir 
198 
3.78 
1.01 
Ladakh 
52 
3.19 
.77 
Gujjars 
54 
2.67 
.82 
Total 
483 
3.70 
1.00 
39.89 
.00 
Muslim 
268 
3.65 
.99 
Religion 
Hindu 
125 
3.83 
1.13 
Others 
90 
3.68 
.80 
1.32 
.26 
Total 
483 
3.70 
1.00 
Furthermore, F value for region basis is 39.89 and on religion basis is 1.32 with 
significance of .00 for both region and .26 reHgion, which is less than 0.05 at 95% 
confidence interval for region and greater than 0.05 at 95% confidence interval for 
religion, meaning that significant differences exist in mean value of brand 
consciousness among the sub cultural groups on region basis, while significant 
differences do not exist in mean value of brand consciousness among the sub 
cultural groups on religion basis for beverages. On the basis of the above results, the 
suppositions: 
H()9a- There is no significant difference in the brand consciousness across the four 
subcultural groups based on the region for the beverages is not supported and 
H()9e- There is no significant difference in the brand consciousness across the three 
subcultural groups based on the religion for the beverages is supported. 
Table 4.1(f): Scheffe's Post Hoc Analysis for Brand Consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-.J) 
.29 
.88 
1.40 
.59 
1.11 
.51 
Sig. 
.01 
.00 
.00 
.00 
.00 
.03 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I J) 
-.17 
-.02 
.14 
Sig. 
.27 
.97 
.57 
It can be revealed from table 4.1(f) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95%) confidence 
interval. This indicates that significant differences exist in the brand consciousness 
across four subcultural groups for beverages. However on religion basis, the 
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significance between all the sub cultural groups paired with each other is greater than 
0.05 at 95% confidence interval indicating that no significant differences exist in the 
brand consciousness among these religious sub cultural groups for beverages. 
4.3.2: Brand Loyalty across Regions and Religions for Beverages 
Table 4.2(e) shows the mean value obtained on the dimension of brand loyalty for 
four regional and three religious subcultural groups for beverages. It has been found 
that on region basis, Jammu region has the highest brand loyalty with a mean value of 
3.07, followed by Kashmir (mean value 2.64), and Ladakh (mean value 2.09). Gujjars 
have been found to have a lowest brand loyalty with a mean value of 1.43. On religion 
basis, brand loyalty is very high in Hindus with a mean value of 2.76, followed by 
Muslims (mean value 2.57). Others have been found to have a lov/est brand loyalty 
with a mean value of 2.51. 
Table 4.2(e): Descriptive Statistics and Result of ANOVA Test for Brand 
Loyalty across Regions and Religions for Beverages 
Sub Cultural Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.07 
1.16 
Kashmir 
198 
2.64 
1.37 
Ladakh 
52 
2.09 
1.04 
Gujjars 
54 
1.43 
.67 
Total 
483 
2.61 
1.30 
29.30 
.00 
Religion 
Muslim 
268 
2.57 
1.35 
Hindu 
125 
2.76 
1.31 
Others 
90 
2.51 
1.08 
Total 
483 
2.61 
1.30 
1.25 
.28 
Furthermore, it is revealed that F value for region basis is 29.30 and on religion basis 
is 1.25 with significance of 0.00 for region and .28 for religion respectively, which is 
less than 0.05 at (95%) confidence interval for region and greater than 0.05 at 95% 
confidence interval for religion, meaning that significant differences exist in mean 
value of brand loyalty among the sub cultural groups on region basis, while on 
religion basis, significant differences do not exist in the mean value of brand loyalty 
among the sub cultural groups for beverages. On the basis of the above results, the 
suppositions: 
Ho9b- There is no significant difference in the brand loyalty across the four 
subcultural groups based on the region for the beverages is not supported and 
Ho9f. There is no significant difference in the brand loyalty across the three 
subcultural groups based on the religion for the beverages is supported. 
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It can be revealed from table 4.2(1) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
interval. This indicates that signiJicant differences exist in the brand loyalty among 
these regional subcultural groups for beverages. On religion basis, all sub cultural 
groups paired with each other show significance greater than 0.05 at 95% confidence 
interval, indicating that no significant differences exist in the brand loyalty among 
these religious subcultural groups for beverages. 
Table 4.2(f): Scheffe's Post Hoc Analysis for Brand Loyalty across Regions and 
Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff 
(I-Tl 
.40 
.93 
1.60 
.53 
1.19 
.66 
Sig. 
.00 
.00 
.00 
.03 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I-
J) 
-.19 
.06 
.25 
Sig. 
.39 
.92 
.36 
4.3.3: Quality Consciousness across Regions and Religions for Beverages 
Table 4.3(e): Descriptive Statistics and Result of ANOVA Test for Quality 
Consciousness across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.18 
.84 
Subculture Group 
Region 
Kashmir 
198 
4.00 
.67 
Ladakh 
52 
2.78 
1.02 
Gujjars 
54 
2.12 
.42 
Total 
483 
3.73 
1.03 
134.06 
.00 
Muslim 
268 
3.44 
1.00 
Religion 
Hindu 
125 
4.46 
.74 
Others 
90 
3.55 
.99 
50.78 
.00 
Total 
483 
3.73 
1.03 
Table 4.3(e) shows the mean value obtained on the dimension of quality 
consciousness for four regional and three religious sub cultural groups for beverages. 
It has been found that on region basis, quality consciousness in Jammu is highest with 
a mean value of 4.18, followed by Kasmiris (mean value 4.00), and Ladakhis (mean 
value 2.78). Gujjars have been found to have a lowest quality consciousness with a 
mean value of 2.12. On religion basis, Hindus have the highest quality consciousness 
with a mean value of 4.46, followed by others (mean value 3.55). Muslims have been 
found to have a lowest quality consciousness with a mean value of 3.44. 
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Furthermore, it is revealed that F value for region basis is 134.06 and on 
religion basis is 50.78, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of quality consciousness, among the sub cultural groups on region 
as well as religion basis for Beverages. On the basis of the above results, the 
suppositions: 
Hjoa- There is no significant difference in the quality consciousness across the four 
subcultural groups based on the region for the beverages and 
Hiod- There is no significant difference in the quality consciousness across the three 
subcultural groups based on the religion for the beverages are not supported. 
Table 4.3(f): Scheffe's Post Hoc Analysis for Quality Consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff, 
(I-J) 
.17 
1.39 
2.05 
1.22 
1.88 
.65 
Sig. 
1.94 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I 
J) 
-1.01 
-.10 
.90 
Sig. 
.00 
.65 
.00 
It can be revealed from table 4.3(1) that on region basis, the significcince between most 
of the of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups except (Jammu-Kashmir) pair, as the significance difference 
between this pair is greater than 0.05 at 95% confidence interval, meaning that 
significant differences do not exist in the quality consciousness among these 
subcultural groups for beverages. 
However on religion basis, the significance between most of the sub cultural 
groups paired with each other is less than 0.05 at 95% confidence interval indicating 
that significant differences exist in quality consciousness among these religious sub 
cultural groups except (Muslim-Others) pair, as the significance differences between 
this pairs is greater than 0.05 at 95% confidence interval, meaning that significant 
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differences do not exist in the quality consciousness among these subcultural groups 
for beverages. 
4.3.4: Price Consciousness across Regions and Religions for Beverages 
Table 4.4(e): Descriptive Statistics and Result of ANOVA Test for Price 
Consciousness across Regions and Religions for Beverages 
Subculture Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.40 
1.30 
Kashmir 
198 
3.30 
1.21 
Ladakh 
52 
4.07 
.47 
Gujjars 
54 
4.66 
.43 
Total 
483 
3.57 
1.21 
25.24 
.00 
Religion 
Muslim 
268 
3.71 
1.19 
Hindu 
125 
3.23 
1.40 
Others 
90 
3.63 
.85 
Total 
483 
3.57 
1.21 
6.98 
.00 
Table 4.4(e) shows the mean value obtained on the dimension of price consciousness 
for four regional and three religious sub cultural groups for beverages. It has been 
found that, on region basis, price consciousness in Gujjars is highest with a mean 
value of 4.66, followed by Ladakh (mean value 4.07), and Jammu region (mean value 
3.40). Kashmir has been found to have a lowest price consciousness with a mean 
value of 3.30. On religion basis, price consciousness in Muslims is highest with a 
mean value of 3.71, followed by others (mean value 3.63). Hindus have been found to 
be lowest Price consciousness with a mean value of 3.23. 
Furthermore, it is revealed that F value for region basis is 25.24 and on 
religion basis is 6.98 with significance of 0.00 for both region as well as for religion, 
which is less than 0.05 at 95% confidence interval for both region as well as for 
religion, meaning that significant differences exist in mean value of price 
consciousness among the sub cultural groups on region as well as on religion basis 
for Beverages. On the basis of the above resuhs, the suppositions: 
Hi2a- There is no significant difference in the price consciousness across the four 
subcultural groups based on the region for the beverages and 
Hi2d- There is no significant difference in the price consciousness across the three 
subcultural groups based on the religion for the beverages are not supported. 
It can be revealed from table 4.4(f) that on region basis, among all the sub cultural 
groups paired with each other, most of the (I-J) pairs have significance less than 0.05 
110 
at 95% confidence interval. This means that significant differences exist in the price 
consciousness between these sub cultural groups for beverages except the (I-J) pairs 
(Jammu-Kashmir) and (Ladakh-Gujjars), as the significance between these pairs is 
greater than 0.05 at 95% confidence interval, Indicating that significant differences do 
not exist among these sub cultural pairs in the price consciousness for beverages. 
Table 4.4(f): Scheffe's Post Hoc Analysis for Price Consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.09 
-.67 
-1.26 
-.77 
-1.36 
-.58 
Sig. 
.87 
.00 
.00 
.00 
.00 
.06 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Muslim 
Muslim 
Hindu 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.48 
.08 
-.39 
Sig. 
.00 
.85 
.05 
However on religion basis, most of the sub cultural groups among all sub cultural 
groups paired with each other show significance greater than 0.05 at 95%) confidence 
interval, indicating that no significant differences exist in the price consciousness 
among these religious sub cultural groups for beverages except (Muslim-Others) sub 
cultural group, as the significance between this pair is greater than 0.05 at 95% 
confidence interval. Indicating that significant differences do not exist among these 
sub cultural groups in the price consciousness for beverages. 
4.3.5: Consciousness with Respect to Origin of Product across Regions and 
Religions for Beverages 
Table 4.5(e) shows the mean value obtained on the dimension of consciousness with 
respect to origin of product for four regional and three religious subcultural groups for 
Beverages. It has been found that on region basis, Jammu region has the highest 
consciousness with respect to the origin with a mean value of 3.41, followed by 
Kashmir region (mean value 3.25), and Ladakh region (mean value 2.61). Gujjars 
have been found to have a lov/est consciousness with respect to the origin of the 
product with a mean value of 2.06. On religion basis, Hindus have the highest 
consciousness with respect to the origin of the product with a mean value of 3.47, 
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followed by others (mean value 3.03). Muslims have been found to have a lowest 
consciousness with respect to the origin of the product with a mean value of 2.97. 
Table 4,5(e): Descriptive Statistics and Result of ANOVA Test for Consciousness 
with Respect to Origin of Product across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.41 
.90 
Subculture Group 
Region 
Kashmir 
198 
3.25 
.86 
Ladakh 
52 
2.61 
.69 
Gujjars 
54 
2.06 
.93 
Total 
483 
3.11 
.97 
40.68 
.00 
Muslim 
268 
2.97 
.98 
Religion 
Hindu 
125 
3.47 
.89 
others 
90 
3.03 
.91 
12.29 
.00 
Total 
483 
3.11 
.97 
Furthermore, it is revealed that F value for region basis is 40.68 and on religion basis 
is 12.29, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of consciousness with respect to origin of product, among the sub cultural groups 
on region as well as religion basis for Beverages. On the basis of the above results, 
the suppositions: 
Hioc- There is no significant difference in the consciousness with respect to origin of 
product across the four subcultural groups based on the region for the beverages 
and 
Hiof. There is no significant difference in the consciousness with respect to origin of 
product across the three subcultural groups based on the religion for the beverages 
are not supported. 
Table 4.5(f): Scheffe's Post Hoc Analysis for Consciousness with Respect to 
Origin of Product across Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.16 
.80 
1.35 
.64 
1.18 
.54 
Sig. 
.36 
.00 
.00 
.00 
.00 
.01 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-50 
-.06 
.43 
Sig. 
.00 
.85 
.00 
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It can be revealed from table 4.5(f) that on region basis, the significance between most 
of the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist among these regional sub cultural 
groups except (Jammu-Kashmir) pair as the significance difference between this pair 
is greater than 0.05 at 95% confidence interval, meaning that significant differences 
do not exist in the consciousness with respect to origin of product among these sub 
cultural groups for beverages. 
However on religion basis, the significance between most of the sub cultural 
groups paired with each other is less than 0.05 at 95% confidence interval indicating 
that significant differences exist among these religious sub cultural groups except 
(Muslim-Others) pair, as the significance difference between this pair is higher than 
0.05 at 95% confidence interval, meaning that significant differences do not exist in 
the consciousness with respect to origin of product among these subcultural groups 
for beverages. 
4.3.6: Health Consciousness across Regions and Religions for Beverages 
Table 4.6(e): Descriptive Statistics and Result of ANOVA Test for Health 
consciousness across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.01 
.94 
Subculture Group 
Region 
Kashmir 
198 
3.61 
.86 
Ladakh 
52 
3.20 
.73 
Gujjars 
54 
2.47 
.65 
Total 
483 
3.58 
.97 
38.30 
.00 
Muslim 
268 
3.53 
.93 
Religion 
Hindu 
125 
3.74 
1.19 
others 
90 
3.54 
.69 
2.21 
.11 
Total 
483 
3.58 
.97 
Table 4.6(e) shows the mean value obtained on the dimension of health consciousness 
for four regional and three religious subcultural groups for beverages. It has been 
found that on region basis, Jammu region has the highest health consciousness with a 
mean value of 4.04, followed by Kashmir (mean value 3.61), and Ladakh (mean value 
3.08). Gujjars have been found to have a lowest health consciousness for beverages 
with a mean value of 2.53. On religion basis, health consciousness is very high in 
Hindus with a mean value of 4.74, followed by others (mean value 3.54), and 
Muslims (mean value 3.53). 
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Furthermore, it is revealed that F value for region basis is 38.30 and on religion basis 
is 2.21, with significance of 0.00 for both region and significance of .11 for religion, 
which is less than 0.05 at 95% confidence interval for region and greater than 0.05 at 
95% confidence interval for religion, meaning that significant differences exist in 
mean value of health consciousness, among the sub cultural groups on region basis 
for beverages and significant differences do not exist in mean value of health 
consciousness, among the sub cultural groups on religion basis for beverages On 
the basis of the above results, the suppositions: 
Hiob- There is no significant difference in the health consciousness across the four 
subcultural groups based on the region for the beverages is not supported and 
Hioe- There is no significant difference in the health consciousness across the three 
subcultural groups based on the religion for the beverages is supported. 
Table 4.6(f): Scheffe's Post Hoc Analysis for Health Consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Meain 
diff. 
(I-Jf) 
.40 
.80 
1.53 
.40 
1.13 
.72 
Sig. 
.00 
.00 
.00 
.02 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.21 
.00 
.20 
Sig. 
.12 
.99 
.30 
It can be revealed from table 4.6(f) that on region basis the significance between all 
the Sub cultural groups paired v/ith each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the health consciousness among 
these regional sub cultural groups for beverages. However on religion basis, the 
significance between all the sub cultural groups paired with each other is greater than 
0.05 at 95%) confidence interval indicating that no significant differences exist in the 
health consciousness among these subcultural groups for beverages. 
4.3.7: Packaging Consciousness across Regions and Religion for Beverages 
Table 4.7(e) shows the mean value obtained on the dimension of packaging 
consciousness for four regional and three religious subcultural groups for beverages. 
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It has been found that on region basis, Jammu region has the highest packaging 
consciousness with a mean value of 3.46, followed by Kashmir (mean value 3.07), 
and Ladakh (mean value 2.35). Gujjars have been found to have a lowest packaging 
consciousness with a mean value of 1.63. On religion basis, Hindus has the highest 
packaging consciousness with a mean value of 3.51, followed by others (mean value 
2.84). Muslims has been found to have a lowest packaging consciousness with a mean 
value of 2.77. 
Table 4.7(e); Descriptive Statistics and Result of ANOVA Test for Packaging 
Consciousness across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.46 
1.20 
Subculture Group 
Region 
Kashmir 
198 
3.07 
1.12 
Ladakli 
52 
2.35 
.76 
Gujjars 
54 
1.63 
.44 
Total 
483 
2.98 
1.21 
47.39 
.00 
Muslim 
268 
2.77 
1.19 
Religion 
Hindu 
125 
3.51 
1.19 
others 
90 
2.84 
1.05 
17.64 
.00 
Total 
483 
2.98 
1.21 
Furthermore, it is revealed that F value for region basis is 47.39 and on religion basis 
is 17.64, with significance of 0.00 for both region and religion, which is less than 0.05 
at 95% confidence interval, meaning that significant differences exist in mean value 
of packaging consciousness, among the sub cultural groups on region as well as 
religion basis for Beverages. On the basis of the above results, the suppositions: 
Hi la- There is no significant difference in the packaging consciousness across the 
four subcultural groups based on the region for the beverages and 
Hi Id- There is no significant difference in the packaging consciousness across the 
three subcultural groups based on the religion for the beverages are not supported. 
Table 4,7(f): Scheffe's Post Hoc Analysis for Packaging consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diltf. 
(I-J) 
.39 
1.11 
1.83 
.71 
1.43 
.71 
Sig. 
.00 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.73 
-.06 
.67 
Sig. 
.00 
.89 
.00 
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It can be revealed from table 4.7(1) that on region basis the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the packaging consciousness 
among these regional sub cultural groups for beverages. On religion basis, the 
significance between most of the sub cultural groups paired with each other is less 
than 0.05 at 95% confidence interval indicating that significant differences exist in the 
packaging consciousness among these religious sub cultural groups except (Muslim-
Others) pair, as the significance between this pair is greater than 0.05 at 95% 
confidence interval, meaning that no significant differences exist in the packaging 
consciousness among these sub cultural groups for beverages. 
4.3.8: Choice of Retailer across Region and Religion for Beverages 
Table 4.8(e): Descriptive Statistics and Result of ANOVA Test for Choice of 
Retailer across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.60 
1.37 
Subculture Group 
Region 
Kashmir 
198 
3.69 
.97 
Ladakh 
52 
3.50 
.79 
Gujjars 
54 
2.16 
1.07 
Total 
483 
3.47 
1.22 
27.15 
.00 
Muslim 
268 
3.34 
1.23 
Religion 
Hindu 
125 
3.70 
1.35 
3.7 
Others 
90 
3.50 
.93 
0 
.02 
Total 
483 
3.47 
1.22 
Table 4.8(e) shows the mean value obtained on the dimension of choice of retailer for 
four regional and three religious sub cultural groups for beverages. It has been found 
that on region basis, Kashmir region has the highest choice of retailer with a mean 
value of 3.69, followed by Jammu (mean value 3.60), and Ladakh (mean value 3.50). 
Gujjars have been found to have a lowest choice of retailer with a mean value of 2.16. 
On religion basis, Hindus have the highest choice of retailer with a mean value of 
3.70, followed by others (mean value 3.50). Muslims have been found to have a 
lowest choice of retailer with a mean value of 3.34. 
Furthermore, it is revealed that F value for region basis is 27.15 and on 
religion basis is 3.70 with significance of 0.00 for region and .02 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region as well as 
for religion, meaning that significant differences exist in mean value of choice of 
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retailer among the sub cultural groups on region as well as religion basis for 
beverages. On the basis of the above resuhs, the suppositions: 
Hi2b- There is no significant difference in the choice of retailer across the four 
subcultural groups based on the region for the beverages and 
Hi2e- There is no significant difference in the choice of retailer across the three 
subcultural groups based on the religion for the beverages are not supported. 
Table 4.8(f): Scheffe's Post Hoc Analysis for Choice of Retailer across Regions 
and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff, 
(I-J) 
-.08 
.10 
L44 
.18 
1.52 
1.33 
Sig. 
.90 
.95 
.00 
.77 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.36 
-.15 
.20 
Sig. 
.02 
.58 
.48 
It can be revealed from table,4.8(f) that on region basis the significance between 
most of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups for choice of retailer except (Jammu-Kashmir), (Jammu-Ladakh) 
and (Kashmir-Ladakh) pairs, as the significance difference between these pairs is 
greater than 0.05 at 95% confidence interval, meaning that significant differences do 
not exist in the choice of retailer among these sub cultural groups for beverages. 
However, on religion basis, the significance between most of the sub cultural groups 
paired with each other is greater than 0.05 at 95% confidence interval indicating that 
no significant differences exist in the choice of retailer among these religious sub 
cultural groups for beverages except (Muslim-Others) pair, as the significance 
between these sub cultural groups is less than 0.05 at 95% confidence interval 
indicating that significant differences exist among these religious sub cultural groups 
for choice of retailer. 
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4.3.9: Promotion Consciousness across Regions and Religions for Beverages 
Table 4.9(e) shows the mean value obtained on the dimension of promotion 
consciousness for four regional and three religious sub cultural groups for beverages. 
It has been found that on region basis, Jammu region has the highest promotion 
consciousness with a mean value of 4.02, followed by Kashmir (mean value 3.66), 
and Ladakh (mean value 3.01). Gujjars have been found to have a lowest promotion 
consciousness with a mean value of 2.33. On religion basis, Hindus have the highest 
promotion consciousness with a mican value of 3.98, followed by others (mean value 
3.49). Muslims have been found to have a lowest promotion consciousness with a 
mean value of 3.42. 
Table 4.9(e); Descriptive Statistics and Result of ANOVA Test for Promotion 
consciousness across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.02 
.82 
Subculture Group 
Region 
Kashmir 
198 
3.66 
1.50 
Ladakh 
52 
3.01 
1.39 
Gujjars 
54 
2.33 
.91 
Total 
483 
3.58 
1.32 
30.72 
.00 
Muslim 
268 
3.42 
1.45 
Religion 
Hindu 
125 
3.98 
.95 
Others 
90 
3.49 
1.27 
8.18 
.00 
Total 
483 
3.58 
1.32 
Furthermore, it is revealed that F value for region basis is 30.72 and on religion basis 
is 8.18, with significance of (0.00) for both region and religion, which is less than 
0.05 at 95% confidence interval, meaning that significant differences exist in mean 
value of promotion consciousness, among the sub cultural groups on region as well 
as religion basis for beverages. On the basis of the above results, the suppositions: 
Hiic- There is no significant difference in the promotion consciousness across the 
four subcultural groups based on the region for the beverages and 
Hi If. There is no significant difference in the promotion consciousness across the 
three subcultural groups based on the religion for the beverages £ire not supported. 
It can be revealed from table 4.9(f) that on region basis, the significance 
between all the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the promotion 
consciousness among these regional sub cultural groups for beverages. On religion 
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basis, the significance between most of the sub cultural groups paired with each other 
is less than 0.05 at 95% confidence interval indicating that significant differences 
exist among these religious sub cultural groups except (Muslim-Others) pair, as the 
significance between this pair is greater than 0.05 at 95% confidence interval, 
meaning that significant differences do not exist in the promotion consciousness 
among this subcultural pair for beverages. 
Table 4.9(f): Scheffe's Post Hoc Analysis for Promotion Consciousness across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.36 
1.00 
1.68 
.64 
1.32 
.68 
Sig. 
.04 
.00 
.00 
.01 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.56 
-.07 
.49 
Sig. 
.00 
.90 
.02 
4.3.10: Quantity of Purchase across Regions and Religion for Beverages 
Table 4.10(e): Descriptive Statistics and Result of ANOVA Test for Quantity of 
Purchase across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.05 
1.32 
Subculture Group 
Region 
Kashmir 
198 
3.47 
1.49 
Ladakh 
52 
2.42 
1.08 
Gujjars 
54 
1.32 
.78 
Total 
483 
2.96 
1.48 
40.07 
.00 
Muslim 
268 
2.92 
1.62 
Religion 
Hindu 
125 
3.15 
1.41 
Others 
90 
2.83 
1.08 
1.51 
.22 
Total 
483 
2.96 
1.4 
Table 4.10(e) shows the mean value obtained on the dimension of quantity of 
Purchase for four regional and three religious subcultural groups for beverages. It has 
been found that on region basis, Kashmir region has the highest quantity of purchase 
with a mean value of 3.47, follovv'ed by Jammu (mean value 3.05), and Ladakh (mean 
value 2.42). Gujjars have been found to have a lowest quantity of purchase with a 
mean value of 1.32. On religion basis, quantity of purchase is very high in Hindus 
with a mean value of 3.15, followed by Muslims (mean value 2.92). Quantity of 
purchase has been found to be lowest in others with a mean value of 2.83. 
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Furthermore, it is revealed that F value for region basis is 40.07 and on 
religion basis is 1.51 with significance of 0.00 for region and .22 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value of quantity of Purchase among the sub cultural 
groups on region basis while, on religion basis significant differences do not exist 
in the mean value of Quantity of Purchase among the sub cultural groups for 
Beverages. On the basis of the above results, the suppositions: 
Hub- There is no significant difference in the quantity of Purchase across the four 
subcultural groups based on the region for the beverages is not supported and 
Hiie- There is no significant difference in the quantity of Purchase across the three 
subcultural groups based on the religion for the beverages is supported. 
Table 4.10(f): Scheffe's Post Hoc Analysis for Quantity of Purchase across 
Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff, 
(I-J) 
-.42 
.62 
1.72 
1.04 
2.14 
1.10 
Sig. 
.02 
.03 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.23 
.08 
.32 
Sig. 
.34 
.88 
.28 
It can be revealed from table 4.10(f) that on region basis, the significance between 
most of the of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups for beverages. However on religion basis, all three sub cultural 
groups paired with each other show significance greater than 0.05 at 95% confidence 
interval, indicating that no significant differences exist in the quantity of purchase 
among these religious subcultural. groups for beverages. 
4.3.11: Choice of Mode of Payment across Regions and Religions for Beverages 
Table 4.11(e) shows the mean value obtained on the dimension of choice of mode of 
payment for four regional and three religious sub cultural groups fox beverages. It has 
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been found that on region basis, Gujjars have the highest mode of payment with a 
mean value of 4.05, followed by Ladakh (mean value 3.44), and Kashmir (mean value 
2.99). Jammu region have been found to have a lowest mode of payment with a mean 
value of 2.67. On religion basis, choice of mode of payment is very high in Muslims 
(mean value of 3.30), followed by others (mean value 2.95). The mean for mode of 
payment has been found to be lowest in Hindus mean value 2.56. 
Table 4.11(e): Descriptive Statistics and Result of ANOVA Test for Choice of 
Mode of Payment across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.67 
1.27 
Subculture Group 
Region 
Kashmir 
198 
2.99 
1.04 
Ladakh 
52 
3.44 
.95 
Gujjars 
54 
4.05 
.93 
Total 
483 
3.04 
1.19 
23.70 
.00 
Muslim 
268 
3.30 
1.24 
Religion 
Hindu 
125 
2.56 
.94 
Others 
90 
2.95 
1.11 
18.01 
.00 
Total 
483 
3.04 
1.19 
Furthermore, it is revealed that F value for region basis is 23.70 and on 
religion basis is 18.01, with significance of (0.00) for both region and religion, which 
is less than 0.05 at 95% confid(mce interval, meaning that significant differences 
exist in mean value of choice of mode of payment, among the sub cultural groups 
on region as well as religion basis for Beverages. On the basis of the above results, 
the suppositions: 
Hi2c- There is no significant difference in the choice of mode of payment across the 
four subcultural groups based on the region for the beverages and 
Hoi2f- There is no significant difference in the choice of mode of payment across the 
three subcultural groups based on the religion for the beverages are not supported. 
It can be revealed from table. 4.11(f) that on region basis, the significance between 
most of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the choice of mode 
of payment among these regional sub cultural groups for beverages except (Jammu-
Kashmir) and (Kashmir-Ladakh) pairs, as the significance between these sub cultural 
groups is greater than 0.05 at 95% confidence interval indicating that significant 
differences do not exist in the choice of mode of payment among these regional sub 
cultural groups for beverages. However, on religion basis, the significance between all 
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the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the choice of mode of payment 
among these religious sub cultural groups for choice of mode of payment for 
beverages. 
Table 4.11(f): Scheffe's Post Hoc Analysis for Choice of Mode of Payment 
across Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-Jl, 
-.32 
-.77 
-1.38 
-.44 
-1.05 
-.60 
Sig. 
.05 
.00 
.00 
.08 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
.74 
.34 
-.39 
Sig. 
.00 
.04 
.04 
4.3.12: Impulsiveness in Purchasing Products across Regions and Religions for 
Beverages 
Table 4.12(e) shows the mean value obtained on the dimension of impulsiveness for 
four regional and three religious subcultural groups for beverages. It has been found 
that on region basis, Jammu region has the highest impulsiveness Avith a mean value 
of 2.36, followed by Kashmir (mean value 2.27), and Gujjars (mean value 1.87). 
Ladakh has been found to have lowest impulsiveness with a mean value of 1.82. On 
religion basis, Impulsiveness is very high in Hindus with a mean value of 2.41, 
followed by others (mean value 2.16). Impulsiveness has been found to be lowest in 
Muslims with a mean value of 2.13. 
Table 4.12(e): Descriptive Statistics and Result of ANOVA Test for 
Impulsiveness in Purchasing Products across Regions and Religions for 
Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.36 
1.21 
Subculture Group 
Region 
Kashmir 
198 
2.27 
1.07 
Ladakh 
52 
1.82 
.63 
Gujjars 
54 
1.87 
.72 
Total 
483 
2.21 
1.08 
5.61 
.00 
Muslim 
268 
2.13 
1.16 
Religion 
Hindu 
125 
2.41 
1.20 
Others 
90 
2.16 
.87 
2.95 
.05 
Total 
483 
2.21 
1.07 
Table 4.12(e) shows the mean value obtained on the dimension of impulsiveness for 
four regional and three religious subcultural groups for beverages. It has been found 
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that on region basis, Jammu region has the highest impulsiveness with a mean value 
of 2.36, followed by Kashmir (mean value 2.27), and Gujjars (mean value 1.87). 
Ladakh has been found to have lowest impulsiveness with a mean value of 1.82. On 
religion basis, Impulsiveness is very high in Hindus with a mean value of 2.41, 
followed by others (mean value 2.16). Impulsiveness has been found to be lowest in 
Muslims with a mean value of 2.13. 
Furthermore, it is revealed that F value for region basis is 5.61 and on religion 
basis is 2.95, with significance of 5.61 for region and .05 for religion, which is greater 
than 0.05 at 95% confidence interval for region and equal to 0.05 for religion, 
meaning that significant differences do not exist in mean value of impulsiveness, 
among the sub cultural groups on region as well as religion basis for beverages. On 
the basis of the above results, the suppositions: 
Ho9c- There is no significant difference in the impulsiveness across the four 
subcultural groups based on the region for the beverages products and 
Ho9g- There is no significant difference in the impulsiveness across the three 
subcultural groups based on the religion for the beverages are supported. 
Table 4.12(f): Scheffe's Post Hoc Analysis for Impulsiveness in Purchasing 
Products across Regions and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.09 
.53 
.49 
.44 
.40 
-.04 
Sig. 
.87 
.01 
.03 
.06 
.10 
.99 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.27 
-.02 
.24 
Sig. 
.05 
.97 
.24 
It can be revealed from table 4.12(f) that on region basis,, most sub cultural 
groups paired with each other show significance greater than 0.05 at 95% confidence 
interval, indicating that no significant differences exist in the impulsiveness among 
these regional sub cultural groups for beverages except (Jammu-Ladakh) and 
(Jammu-Gujjars) pairs as the significance between these pairs is less than 0.05 at 95% 
confidence interval, indicating that significant differences exist in the impulsiveness 
among these regional sub cultural groups for beverages. On religion basis, most sub 
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cultural groups paired with each other show significance greater than or equal to 0.05 
at 95% confidence interval, indicating that no significant differences exist in the 
impulsiveness among these religious sub cultural groups for beverages. 
4.3.13: Confusion Faced across Regions and Religions for Beverages 
Table 4.13(e): Descriptive Statistics and Result of ANOVA Test for Confusion 
Faced across Regions and Religions for Beverages 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.10 
.91 
Reg 
Kashmir 
198 
1.97 
.95 
Subculture Group 
ion 
Ladakh 
52 
1.94 
.76 
Gujjars 
54 
1.79 
.79 
Total 
483 
1.99 
.90 
1.90 
.12 
Muslim 
268 
2.05 
.99 
Religion 
Hindu 
125 
1.89 
.81 
Others 
90 
1.99 
.73 
1.29 
.27 
Total 
483 
1.99 
.90 
Table 4.13(e) shows the mean value obtained on the dimension of confusion faced for 
four regional and three religious; subcultural groups for beverages. It has been found 
that on region basis, Jammu region face the high confusion due to over choice with a 
mean value of 2.10, followed by Kashmir (mean value 1.97), and Ladakh (mean value 
1.94). Gujjars have been found to face less confusion due to over choice with a mean 
value of 1.79. On religion basis, confusion faced due over choice is very high in 
Muslims with a mean value of 2.05, followed by others (mean value 1.99). Confusion 
faced due over choice has been found to be lowest in Hindus with a mean value of 
1.89. 
Furthermore, it is revealed that F value for region basis is 1.90 and on religion 
basis is 1.29, with significance of .12 for region and .27 for religion, which is greater 
than 0.05 at 95% confidence interval for both region and religion, meaning that 
significant differences do not exist in mean value of confusion faced, among the 
sub cultural groups on region as well as religion basis for beverages. On the basis of 
the above results, the suppositions: 
Ho9d- There is no significant difference in the confusion faced across the four 
subcultural groups based on the region for the beverages and 
Ho9h. There is no significant difference in the confusion faced across the three 
subcultural groups based on the religion for the beverages are supported. 
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Table 4.13(f): Scheffe's Post Hoc Analysis for Confusion Faced across Regions 
and Religions for Beverages 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.13 
.1.6 
:n 
.02 
.17 
.14 
Sig. 
.53 
.71 
.17 
.99 
.66 
.87 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Muslim 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.15 
.05 
-.10 
Sig. 
.27 
.89 
.70 
It can be revealed from table 4.13(f) that on region as well as religion basis, all sub 
cultural groups paired with each other show significance greater than 0.05 at 95% 
confidence interval, indicating that no significant differences exist in the confusion 
faced among these regional as well as religious sub cultural groups for beverages. 
4.4.1: Brand Consciousness across Regions and Religions for Detergents 
Table 4.1(g): Descriptive Statistics and Result of ANOVA Test for Brand 
Consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
4.04 
.83 
Subculture Group 
Region 
Kashmir 
198 
3.91 
.93 
Ladakh 
52 
3.00 
.9(3 
Gujjars 
54 
3.00 
.99 
Total 
483 
3.79 
.97 
24.52 
.00 
Muslim 
268 
3.77 
.93 
FLeligion 
Hindu 
125 
3.99 
.93 
Others 
44 
3.60 
1.09 
4.67 
.01 
Total 
483 
3.79 
.97 
Table 4.1(g) shows the mean value obtained on the dimension of brand consciousness 
for four regional and three religious subcultural groups for detergents. It has been 
found that on region basis, Jammu region has the highest brand consciousness with a 
mean value of 4.04, followed by Kashmir (mean value 3.91). Ladakh and Gujjars 
have been found to have a lowest brand consciousness with a me;an value of 3.00 for 
each. On religion basis, Hindus have the highest brand consciousness with a mean 
value of 3.99, followed by Muslims (mean value 3.77). Others have been found to 
have a lowest brand consciousness with a mean value of 3.60. 
Furthermore, F value for region basis is 24.52 and on religion basis is 4.67 
with significance of 0.00 for region and .01 for religion, which is less than 0.05 at 
95% confidence interval for region as well as for religion, meaning that significant 
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differences exist in mean value of brand consciousness among the sub cultural 
groups on region as well as religion basis for detergents. On the basis of the above 
results, the suppositions: 
Hi3a. There is no significant difference in the brand consciousness across the four 
subcultural groups based on the region for the detergents and 
Hoe- There is no significant difference in the brand consciousness across the three 
subcultural groups based on the religion for the detergents are not supported. 
It can be revealed from table 4.1(h) that on region basis, most of sub cultural 
groups paired with each other show a significance of 0.00 which is less than 0.05 at 
95% confidence interval. This indicates that significant differences exist in the brand 
consciousness across all sub cultural groups for detergents except (Jammu-Kashmir) 
and (Ladakh-Gujjars) pairs as the significance between these pairs is greater than 0.05 
at 95% confidence interval indicating that significant differences do not exist in the 
brand consciousness across these sub cultural groups for detergents. On religion basis, 
the significance between all the sub cultural groups paired with each other is greater 
than 0.05 at 95% confidence interval indicating that no significfint differences exist 
among these religious sub cultural groups for detergents except (Hindu-Others) pair 
as the significance between this pair is less than 0.05 at 95% confidence interval. This 
indicates that significant differ€;nces do not exist in the brand consciousness among 
these sub cultural groups for detergents. 
Table 4.1(h): Scheffe's Post Hoc Analysis for Brand Consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.12 
.74 
1,04 
.61 
.91 
.29 
Sig. 
.59 
.00 
.00 
.01 
.00 
.42 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.22 
.17 
.39 
Sig. 
.09 
.35 
.01 
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4.4.2: Brand Loyalty across Regions and religions for Detergents 
Table 4.2(g) shows the mean \'alue obtained on the dimension of brand loyalty for 
four regional and three religious subcultural groups for detergents. It has been found 
that on region basis, Jammu region has the highest brand loyalty with a mean value of 
3.18, followed by Kashmir (mean value 2.80), and Ladakh (mean value 2.16). Gujjars 
have been found to have a loweist brand loyalty with a mean value of 1.49. On religion 
basis, brand loyalty is very high in Hindus with a mean value of 2.88, followed by 
Muslims (mean value 2.69). Others have been found to have a lowest brand loyalty 
with a mean value of 2.61. 
Table 4.2(g): Descriptive Statistics and Result of ANOVA Test for Brand Loyalty 
across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.18 
1.20 
Subculture Group 
Region 
Kashmir 
198 
2.80 
1.33 
Ladakh 
52 
2.16 
1.03 
31.46 
.00 
Gujjars 
54 
1.49 
.82 
Total 
483 
2.73 
1.31 
Muslim 
268 
2.69 
1.36 
Religion 
Hindu 
125 
2.88 
1.36 
Others 
90 
2.61 
1.08 
1.25 
.28 
Total 
483 
2.73 
1.31 
Furthermore, it is revealed that F value for region basis is 31.46 and on religion basis 
is 1.25 with significance of 0.00 for region and .28 for religion respectively, which is 
less than 0.05 at (95%) confidence interval for region and greater than 0.05 at 95% 
confidence interval for religion, meaning that significant differences exist in mean 
value of brand loyalty among the sub cultural groups on region basis, while on 
religion basis, significant differences do not exist in the mean value of brand loyalty 
among the sub cultural groups for detergents. On the basis of the above resuhs, the 
suppositions: 
Hi3b. There is no significant difference in the brand loyalty across the four 
subcultural groups based on the region for the detergents is not supported and 
Hi3f. There is no significant difference in the brand loyalty across the three 
subcultural groups based on the religion for the detergents is supported. 
It can be revealed from table 4.2(h) that on region basis all sub cultural groups paired 
with each other show a significance of 0.00 which is less than 0.05 at 95% confidence 
interval. This indicates that significant differences exist in the brand loyalty among 
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these regional subcultural groups for detergents. However on religion basis, all sub 
cultural groups paired with each other show significance greater than 0.05 at 95% 
confidence interval, indicating that no significant differences exist in the brand loyalty 
among these religious subcultural groups for detergents. 
Table 4.2(h): Scheffe's Post Hoc Analysis for Brand Loyalty across Regions 
and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diflF. 
(I-J) 
.38 
1.02 
1.69 
.64 
1.31 
.66 
Sig. 
.02 
.00 
.00 
.00 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean diff. 
(I-J) 
-.18 
.08 
.26 
Sig. 
.43 
.87 
.34 
4.4.3: Quality Consciousness across Regions and Religions for Detergents 
Table 4.3(g): Descriptive Statistics and Result of ANOVA Test for Quality 
Consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.35 
1.05 
Reg 
Kashmir 
198 
3.17 
1.01 
Subculture Group 
ion 
Ladakh 
52 
2.25 
.88 
42.33 
.00 
Gujjars 
54 
1.90 
.54 
Total 
483 
2.99 
1.09 
Muslim 
268 
2.73 
1.08 
Religion 
Hindu 
125 
3.59 
.92 
28. 
Others 
90 
2.95 
1.06 
85 
.00 
Total 
483 
2.99 
1.09 
Table 4.3(g) shows the mean value obtained on the dimension of quality 
consciousness for four regional and three religious sub cultural groups for detergents. 
It has been found that on region basis, quality consciousness in Janimu is highest with 
a mean value of 3.35, followed by Kashmir (mean value 3.17), and Ladakh (mean 
value 2.25). Gujjars have been found to have a lowest quality consciousness with a 
mean value of 1.90. On religion basis, Hindus have the highest quality consciousness 
with a mean value of 3.59, followed by others (mean value 2.95). Muslims have been 
found to have a lowest quality consciousness with a mean value of 2.73. 
Furthermore, it is revealed that F value for region basis is 42.33 and on 
religion basis is 28.85, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidenc;e interval, meaning that significant differences exist 
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in mean value of quality consciousness, among the sub cultural groups on region 
as well as religion basis for Detergents. On the basis of the above results, the 
suppositions: 
Hi4a- There is no significant difference in the quality consciousness across the four 
subcultural groups based on the region for the detergents and 
Hi4(]. There is no significant difference in the quality consciousness across the three 
subcultural groups based on the religion for the detergents are not supported. 
Table 4.3(h): Scheffe's Post Hoc Analysis for Quality Consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Meian 
diff. 
(I-.D 
.17 
1.09 
1.44 
.91 
1.26 
.35 
Sig. 
.37 
.00 
.00 
.00 
.00 
.33 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.85 
-.21 
.63 
Sig. 
.00 
.23 
.00 
It can be revealed from table 4.3(h) that on region basis, the significance between 
most of the of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist among these regional 
sub cultural groups except (Jammu-Kashmir) and (Ladakh-Gujjars) pairs as the 
significance difference between these pairs is greater than 0.05 at 95% confidence 
interval, meaning that significant differences do not exist in the quality consciousness 
among these sub cultural groups for detergents. 
However on religion basis, the significance between most of the sub cultural 
groups paired with each other is less than 0.05 at %% confidence interval indicating 
that significant differences exist among these religious sub cultural groups except 
(Muslim-Others) pair, as the significance difference between this pair is greater than 
0.05 at 95% confidence interval, meaning that significant differences do not exist in 
the quality consciousness among these subcultural groups for detergents. 
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4.4.4: Price Consciousness across Regions and Religions for Detergents 
Table 4.4(g): Descriptive Statistics and Result of ANOVA Test for Price 
consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.34 
1.30 
Reg 
Kashmir 
198 
3.26 
1.23 
Subculture Group 
ion 
Ladakh 
52 
4.12 
.61 
Gujjars 
54 
4.73 
.40 
Total 
483 
3.55 
1.24 
29.32 
.00 
Muslim 
268 
3.67 
1.23 
Religion 
Hindu 
125 
3.18 
1.40 
Others 
90 
3.71 
.88 
7.64 
.00 
Total 
483 
3.55 
1.24 
Table 4.4(g) shows the mean value obtained on the dimension oi" price consciousness 
for four regional and three religious sub cultural groups for detergents. It has been 
found that, on region basis, price consciousness in Gujjars is highest with a mean 
value of 4.73, followed by Ladakh (mean value 4.12), and Jammu region (mean value 
3.34). Kashmir has been found to have a lowest Price consciousness with a mean 
value of 3.26. On religion basis, price consciousness in others is highest with a mean 
value of 3.71, followed by Muslims (mean value 3.67), Hindus have been found to be 
lowest Price consciousness with a mean value of 3.18. 
Furthermore, it is revealed that F value for region basis is 29.32 and on 
religion basis is 7.64 with significance of 0.00 for region as well as for religion which 
is less than 0.05 at 95% confidence interval for region as well as religion, meaning 
that significant differences exist in mean value of price consciousness among the 
sub cultural groups on region as well as religion basis, for detergents. On the basis 
of the above resuhs, the suppositions: 
Hi6a- There is no significant difference in the price consciousness across the four 
subcultural groups based on the region for the detergents is and 
Hi6d- There is no significant difference in the price consciousness across the three 
subcultural groups based on the religion for the detergents are not supported. 
It can be revealed from table 4.4(h) that on region basis, among all the sub cultural 
groups paired with each other, most of the (I-J) pairs have significance less than 0.05 
at 95% confidence interval. This means that significant differences exist in the price 
consciousness between these sub cultural groups for detergents except (Jammu-
Kashmir) and (Ladakh-Gujjars), as the significance between these pairs is greater than 
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0.05 at 95% confidence interval, Indicating that significant differences do not exist 
among these sub cultural pairs iin the price consciousness for detergents. 
Table 4.4(h): Scheffe's Post Hoc Analysis for Price Consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.07 
-.77 
-1.39 
-.85 
-1.46 
-.61 
Sig. 
.94 
.00 
.00 
.00 
.00 
.05 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
.48 
-.04 
-.53 
Sig. 
.01 
.95 
.00 
On religion basis, all sub cultural groups paired with each other show significance less 
than 0.05 at 95% confidence interval, indicating that significant differences exist in 
the price consciousness among these religious sub cultural groups for detergents 
except (Muslim-Others) sub cultural groups, as the significance between this pair is 
greater than 0.05 at 95% confidence interval, Indicating that significant differences do 
not exist in the price consciousness among these sub cultural groups for detergents. 
4.4.5: Consciousness with Respect to Origin of Product across Regions and 
Religions for Detergents 
Table 4.5(g): Descriptive Statistics and Result of ANOVA Test for 
Consciousness with Respect to Origin of Product across Regions and Religions 
for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.20 
.66 
Subculture Group 
Region 
Kashmir 
198 
2.94 
1.05 
Ladaiih 
52 
2.35 
.68 
Gujjars 
54 
1.84 
.59 
Total 
483 
2.85 
.94 
42.91 
.00 
Muslim 
268 
2.74 
1.03 
Religion 
Hindu 
125 
3.19 
.70 
Others 
90 
2.71 
.86 
11.08 
.00 
Total 
483 
2.85 
.94 
Table 4.5(g) shows the mean value obtained on the dimension of consciousness with 
respect to origin of product for four regional and three religious subcultural groups for 
detergents. It has been found that on region basis, Jammu region has the highest 
consciousness with respect to the origin of the product with a mean value of 3.20, 
followed by Kashmir region (mean value 2.94), and Ladakh region (mean value 2.35). 
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Gujjars have been found to have a lowest consciousness with respect to the origin of 
the product with a mean value of 1.84. On religion basis, Hindus have the highest 
consciousness with respect to origin of product with a mean value of 3.19, followed 
by Muslims (mean value 2.74). Others have been found to have lowest consciousness 
with respect to origin of product with a mean value of 2.71. 
Furthermore, it is revealed that F value for region basis is 42.91 and on 
religion basis is 11.08, with significance of 0.00 for both region cind religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of consciousness with respect to origin of product, among the sub 
cultural groups on region as well as religion basis for Detergents. On the basis of 
the above results, the suppositions: 
HHC- There is no significant difference in the consciousness with respect to origin of 
product across the four subcultural groups based on the region for the detergents 
and Hi4f. There is no significant difference in the consciousness with respect to 
origin of product across the three subcultural groups based on the religion for the 
detergents are not supported. 
Table 4.5(h): Scheffe's Post Hoc Analysis for Consciousness with Respect to 
Origin of Product across Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.26 
.85 
1.35 
.59 
1.09 
.50 
Sig. 
.03 
.00 
.00 
.00 
.00 
.02 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (.J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.44 
.02 
.47 
Sig. 
.00 
.96 
.00 
It can be revealed from table 4.5(h) that on region basis the significance between most 
of the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the consciousness with respect 
to origin of product among these regional sub cultural groups for detergents. On 
religion basis, the significance between most of the sub cultural groups paired with 
each other is less than 0.05 at 95%) confidence interval indicating that no significant 
differences exist among these religious sub cultural groups except (Muslim-Others) 
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pair, as the significance difference between this pair is greater than 0.05 at 95% 
confidence interval, meaning that significant differences do not exist in the 
consciousness with respect to origin of product among these subcuhural groups for 
detergents. 
4.4.6: Health Consciousness across Regions and Religions for Detergents 
Table 4.6(g): Descriptive Statistics and Result of ANOVA Test for Health 
Consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.13 
.84 
Subculture Group 
Region 
Kashmir 
198 
3.14 
1.01 
Ladakh 
52 
2.58 
.99 
Gujjars 
54 
1.90 
1.02 
Total 
483 
2.94 
1.03 
29.15 
.00 
Muslim 
268 
2.85 
1.10 
Religion 
Hindu 
125 
3.18 
.90 
Others 
90 
2.84 
.96 
4.81 
.00 
Total 
483 
2.94 
1.03 
Table 4.6(g) shows the mean value obtained on the dimension of health consciousness 
for four regional and three religious subcultural groups for detergents. It has been 
found that on region basis, Jammu region has the highest health consciousness with a 
mean value of 3.14, followed by Kashmir (mean value 3.13), and Ladakh (mean value 
2.58). Gujjars have been found to have a lowest health consciousness for detergents 
with a mean value of 1.90. On religion basis, health consciousness is very high in 
Hindus with a mean value of 3.18, followed by Muslims (mean value 2.85). Others 
have been found to have a lowest health consciousness with a mean value of 2.84. 
Furthermore, it is revealed that F value for region basis is 29.15 and on 
religion basis is 4.81, with significance of 0.00 for region as well as for religion, 
which is less than 0.05 at 95% confidence interval for region as well as for religion, 
meaning that significant differences exist in mean value of health consciousness, 
among the sub cultural groups on region as well as religion basis for detergents. 
On the basis of the above results, the suppositions: Hnb- There is no significant 
difference in the health consciousness across the four subcultural groups based on 
the region for the detergents and Hne- There is no significant difference in the 
health consciousness across the three subcultural groups based on the religion for 
the detergents are not supported. 
133 
Table 4.6(h): Scheffe's Post Hoc Analysis for Health Consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.00 
.55 
1.23 
.55 
L24 
.68 
Sig. 
LOO 
.00 
.00 
.03 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.32 
.01 
.34 
Sig. 
.01 
.99 
.05 
It can be revealed from table 4.6(h) that on region basis the significance between most 
of the sub cultural groups among all the sub cultural groups paired with each other is 
less than 0.05 at 95% confidence interval indicating that significant differences exist 
in the health consciousness among these regional sub cultural groups for detergents 
except (Jammu-Kashmir), as the significance between this sub cultural group is 
greater than 0.05 at 95% confi(ience interval, indicating that significant differences do 
not exist in the health consciousness among these regional sub cultural groups for 
detergents. 
However on religion basis, the significance between all the sub cultural groups 
paired with each other is greater than 0.05 at 95%) confidence interval indicating that 
no significant differences exist among these religious sub cultural groups for 
detergents except (Muslim-Others) pair as the significance between these sub cuhural 
groups is less than 0.05 at 95% confidence interval indicating that significant 
differences exist among these religious sub cultural groups for detergents. 
4.4.7: Packaging Consciousness across Regions and Religion for Detergents 
Table 4.7(g): Descriptive Statistics and Result of ANOVA Test for Packaging 
Consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.87 
1.13 
Subculture Group 
Region 
Kashmir 
198 
3.40 
1.20 
Ladakh 
52 
2.59 
.74 
Gujjars 
54 
1.72 
.48 
Total 
483 
3.30 
1.26 
63.02 
.00 
Muslim 
268 
3.01 
1.25 
Religion 
Hindu 
125 
4.01 
1.11 
Others 
90 
3.16 
1.14 
29.83 
.00 
Total 
483 
3.30 
1.26 
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Table 4.7(g) shows the mean value obtained on the dimension of packaging 
consciousness for four regional and three religious subcultural groups for detergents. 
It has been found that on region basis, Jammu region has the highest packaging 
consciousness with a mean value of 3.87, followed by Kashmir (mean value 3.40), 
and Ladakh (mean value 2.59). Gujjars have been found to have a lowest packaging 
consciousness with a mean value of 1.72. On religion basis, Hindus has the highest 
packaging consciousness with a mean value of 4.01, followed by others (mean value 
3.16). Muslims has been found to have a lowest packaging consciousness with a mean 
value of 3.01. 
Furthermore, it is revealed that F value for region basis is 63.02 and on 
religion basis is 29.83, with significance of 0.00 for both region and religion, which is 
less than 0.05 at 95% confidence interval, meaning that significant differences exist 
in mean value of packaging consciousness, among the sub cultural groups on 
region as well as religion basis for Detergents. On the basis of the above results, the 
suppositions: 
Hi5a- There is no significant difference in the packaging consciousness across the 
four subcultural groups based on the region for the detergents land 
Hi5d- There is no significant difference in the packaging consciousness across the 
three subcultural groups based on the religion for the detergents are not supported. 
Table 4.7(h): Scheffe's Post Hoc Analysis for Packaging consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.46 
1.27 
2.14 
.80 
1.67 
.86 
Sig. 
.00 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(IJ) 
-.99 
-.14 
.84 
Sig. 
.00 
.62 
.00 
It can be revealed from table 4.7(h) that on region basis the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the packaging consciousness 
among these regional sub cultural groups for detergents. However on religion basis, 
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the significance between most of the sub cuhural groups paired with each other is less 
than 0.05 at 95% confidence interval indicating that significant differences exist in the 
packaging consciousness among these religious sub cultural groups except (Muslim-
Others) pair, as the significance difference between this pairs is greater than 0.05 at 
95% confidence interval, meaning that significant differences do not exist in the 
packaging consciousness among these subcultural groups for detergents. 
4.4.8: Choice of Retailer across Region and Religion for Detergents 
Table 4.8(g): Descriptive Statistics and Result of ANOVA Test for Choice of 
Retailer across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.42 
.88 
Reg 
Kashmir 
198 
3.75 
1.8 
Subculture Group 
ion 
Ladakh 
52 
3.45 
1.03 
Gujjars 
54 
2.24 
1.14 
Total 
483 
3.43 
1.18 
26.74 
.00 
Muslim 
268 
3.35 
1.41 
Religion 
Hindu 
125 
3.57 
.83 
Others 
90 
3.46 
.79 
14.39 
.23 
Total 
483 
3.43 
1.18 
Table 4.8(g) shows the mean value obtained on the dimension of choice of retailer for 
four regional and three religious sub cultural groups for detergents. It has been found 
that on region basis, Kashmir region has the highest choice of retailer with a mean 
value of 3.75, followed by Ladakh (mean value 3.45) and Jammu (mean value 3.42). 
Gujjars have been found to have a lowest choice of retailer with a mean value of 2.24. 
On religion basis, Hindus have the highest choice of retailer ^^ ith a mean value of 
3.57, followed by others (mean value 3.46). Muslims have been foimd to have a 
lowest choice of retailer with a mean value of 3.35. 
Furthermore, it is revealed that F value for region basis is 26.74 and on 
religion basis is 14.39 with significance of 0.00 for region as well as for religion, 
which is less than 0.05 at (95%) confidence interval for region as well as for religion, 
meaning that significant differences exist in mean value of choice of retailer among 
the sub cultural groups on region as well as on religion basis, for detergents. On the 
basis of the above results, the suppositions: Hieb- There is no significant difference in 
the choice of retailer across the four subcultural groups based on the region for the 
detergents is and 
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Hi6e- There is no significant difference in the choice of retailer across the three 
subcultural groups based on the religion for the detergents are not supported. 
It can be revealed from table 4.8(h) that on region basis the significance 
between most of the sub cultural groups paired with each other is less than 0.05 at 
95% confidence interval indicating that significant differences exist among these 
regional sub cultural groups for choice of retailer except (Jammu-Ladakh) and 
(Kashmir-Ladakh) pairs, as the significance difference between these pairs is greater 
than 0.05 at 95% confidence interval, meaning that significant differences do not exist 
in the choice of retailer among these sub cultural groups for detergents. However, on 
religion basis, the significance: between all the sub cultural groups paired with each 
other is greater than 0.05 at 95% confidence interval indicating that no significant 
differences exist in the choice of retailer among these religious sub cultural groups for 
detergents. 
Table 4.8(h): Scheffe's Post Hoc Analysis for Choice of Retailer across Regions 
and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-.I) 
-.33 
-.03 
1.18 
.30 
1.5] 
1.21 
Sig. 
.03 
.99 
.00 
.38 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean diff. 
(I J) 
-.21 
-.10 
.10 
Sig. 
.24 
75 
.80 
4.4.9: Promotion Consciousness across Regions and Religions for Detergents 
Table 4.9(g): Descriptive Statistics and Result of ANOVA Test for Promotion 
Consciousness across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.80 
1.06 
Subculture Group 
Region 
Kashmir 
198 
3.45 
1.08 
Ladakh 
52 
2.81 
.95 
Gujjars 
54 
2.24 
.72 
Total 
483 
3.37 
1.14 
37.31 
.00 
Muslim 
268 
3.27 
1.03 
Religion 
Hindu 
125 
3.58 
L45 
Others 
90 
3.80 
.93 
3.07 
.04 
Total 
483 
3.37 
1.14 
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Table 4.9(g) shows the mean value obtained on the dimension of promotion 
consciousness for four regional and three religious sub cultural groups for detergents. 
It has been found that on region basis, Jammu region has the highest promotion 
consciousness with a mean vailue of 3.80, followed by Kashmir (mean value 3.45), 
and Ladakh (mean value 2.81]^ Gujjars have been found to have a lowest promotion 
consciousness with a mean value of 2.24. On religion basis, others have the highest 
promotion consciousness with a mean value of 3.80, followed by Hindus (mean value 
3.58). Muslims have been found to have a lowest promotion consciousness with a 
mean value of 3.27. 
Furthermore, h is revealed that F value for region basis is 37.31 and on 
religion basis is 3.07, with significance of (0.00) for region and.0.04 for religion, 
which is less than 0.05 at 95% confidence interval for region as well as for religion, 
meaning that significant differences exist in mean value of promotion 
consciousness, among the sub cultural groups on region as well as religion basis 
for detergents. On the basis of the above results, the suppositions: 
Hi5c- There is no significant difference in the promotion consciousness across the 
four subcultural groups based on the region for the detergents and 
Hi5f. There is no significant difference in the promotion consciousness across the 
three subcultural groups based on the religion for the detergents are not supported. 
Table 4.9(h): Scheffe's Post Hoc Analysis for Promotion Consciousness across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-.F) 
.34 
.98 
1.55 
.63 
1.21 
.57 
Sig. 
.01 
.00 
.00 
.00 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. (I J) 
-.30 
-.10 
.20 
Sig. 
.04 
.76 
.43 
It can be revealed from table 4.9(h) that on region basis, the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the promotion consciousness 
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among these regional sub cultural groups for detergents. However, on religion basis, 
the significance between all thie sub cultural groups paired with each other is greater 
than 0.05 at 95% confidence interval indicating that no significant differences exist in 
the promotion consciousness among these religious sub cultural groups for detergents 
except (Muslim-Hindu) pairs as the significance between these sub cultural groups is 
less than 0.05 at 95% confidence interval indicating that significant differences exist 
in the promotion consciousness among these religious sub cultural groups for 
detergents. 
4.4.10: Quantity of Purchase across Regions and Religion for Detergents 
Table 4.10(g): Descriptive Statistics and Result of ANOVA Test for Quantity of 
Purchase across Regions and Religions for Detergents 
Subculture Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
3.37 
1.60 
Kashmir 
198 
3.80 
1.45 
Ladakh 
52 
2.59 
1.28 
Gujjars 
54 
1.50 
1.05 
Total 
483 
3.26 
1.62 
39.59 
.00 
Religion 
Muslim 
268 
3.21 
1.68 
Hindu 
125 
3.46 
1.65 
Others 
90 
3.11 
1.35 
Total 
483 
3.26 
1.62 
1.49 
.22 
Table 4.10(g) shows the mean value obtained on the dimension of quantity of 
Purchase for four regional and three religious subcultural groups for detergents. It has 
been found that on region basis, Kashmir region has the highest quantity of purchase 
with a mean value of 3.80, followed by Jammu (mean value 3.37), and Ladakh (mean 
value 2.59). Gujjars have been found to have a lowest quantity of purchase with a 
mean value of 1.50. On religion basis, quantity of purchase is very high in Hindus 
with a mean value of 3.46, followed by Muslims (mean value 3.21). Quantity of 
purchase has been found to be lowest in others with a mean value of 3.11. 
Furthermore, it is revealed that F value for region basis is 39.59 and on 
religion basis is 1.49 with significance of 0.00 for region and .22 for religion 
respectively, which is less than 0.05 at (95%) confidence interval for region and 
greater than 0.05 at 95% confidence interval for religion, meaning that significant 
differences exist in mean value of quantity of purchase among the sub cultural 
groups on region basis while, on religion basis significant differences do not exist 
in the mean value of quantity of purchase among the sub cultural groups for 
detergents. On the basis of the above results, the suppositions: 
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Hi5b- There is no significant difference in the quantity of Purchase across the four 
subcultural groups based on the region for the detergents is not supported and 
Hi5e. There is no significant difference in the quantity of Purchase across the three 
subcultural groups based on the religion for the detergents is supported. 
Table 4.10(h): Scheffe's Post Hoc Analysis for Quantity of Purchase across 
Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-.D 
-.43 
.78 
L87 
L21 
2.30 
L09 
Sig. 
.04 
.00 
.00 
.00 
.00 
.00 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff.(IJ) 
-.25 
.10 
.35 
Sig. 
.36 
.87 
.28 
It can be revealed from table 4.10(h) that on region basis, the significance between 
most of the of the sub cultural groups paired with each other is less than 0.05 at 95% 
confidence interval indicating that significant differences exist in the quantity of 
purchase among these regionial sub cultural groups for detergents. However, on 
religion basis, all sub cultural groups paired with each other show significance greater 
than 0.05 at 95% confidence interval, indicating that no significant differences exist in 
the quantity of purchase among these religious sub cultural groups for detergents. 
4.4.11: Choice of Mode of Payment across Regions and Religions for Detergents 
Table 4.11(g) shows the mean value obtained on the dimension of choice of mode of 
payment for four regional and three religious sub cultural groups for detergents. It has 
been found that on region basis, Gujjars have the highest mode of payment with a 
mean value of 4.06, followed by Ladakh (mean value 3.48), and Kashmir (mean value 
3.00). Jammu region have been found to have a lowest mode of payment with a mean 
value of 2.69. On religion basis, mean for the choice of mode of payment is very high 
in Muslims (mean value of 3.22), followed by others (mean value 2.87). The mean for 
choice mode of payment has been found to be lowest in Hindus vi^ ith a mean value of 
2.85. 
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Table 4.11(g): Descriptive Statistics and Result of ANOVA Test for Choice of 
Mode of Payment across Regions and Religions for Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.69 
1.01 
Subculture Group 
Region 
Kashmir 
198 
3.00 
1.03 
Ladakh 
52 
3.48 
1.51 
Gujjars 
54 
4.06 
.61 
Total 
483 
3.06 
1.13 
26.65 
.00 
Muslim 
268 
3.22 
1.07 
Religion 
Hindu 
125 
2.85 
1.13 
Others 
90 
2.87 
1.25 
2.21 
.00 
Total 
483 
3.06 
1.32 
Furthermore, it is revealed that F value for region basis is 26.65 and on religion basis 
is 2.21, with significance of (0.00) for region as well as for religion, which is less than 
0.05 at 95% confidence interval for region as well as for religion, meaning that 
significant differences exist in mean value of choice of mode of payment, among 
the sub cultural groups on region as well as religion basis for detergents. On the 
basis of the above results, the suppositions: 
Hi6c- There is no significant difference in the choice of mode of payment across the 
four subcultural groups based on the region for the detergents and 
Hi6f- There is no significant difference in the choice of mode of payment across the 
three subcultural groups based on the religion for the detergents are not supported. 
Table 4.11(h): Scheffe's Post Hoc Analysis for Choice of Mode of Payment 
across Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
-.30 
-.78 
-1.37 
-.47 
-1.06 
-.58 
Sig. 
.04 
.00 
.00 
.03 
.00 
.04 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J;i 
Hindu 
Others 
Others n 
Mean 
diff. (I J) 
.37 
.34 
.02 
Sig. 
.01 
.03 
.99 
It can be revealed from table 4.11(h) that on region basis, the significance between all 
the sub cultural groups paired with each other is less than 0.05 at 95% confidence 
interval indicating that significant differences exist in the choice of mode of payment 
among these regional sub cultural groups for detergents. On religion basis, the 
141 
significance between all the sub cultural groups paired with each other is less than 
0.05 at 95% confidence interval indicating that significant differences exist in the 
choice of mode of payment among these religious sub cultural groups for detergents 
except (Hindu-Others) pair, as the significance between these sub cultural groups is 
greater than 0.05 at 95% confidence interval indicating that significant differences do 
not exist in the choice of mode of payment among these religious sub cultural groups 
for detergents. 
4.4.12: Impulsiveness in Purchasing Products across Regions and Religions for 
Detergents 
Table 4.12(g): Descriptive Statistics and Result of ANOVA Test for 
Impulsiveness in Purchasing Products across Regions and Religions for 
Detergents 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.25 
.97 
Subculture Group 
Region 
Kashmir 
198 
2.16 
1.07 
Ladakh 
52 
1.70 
.50 
Gujjars 
54 
1.73 
.76 
Total 
483 
2.10 
.98 
7.77 
.00 
Muslim 
268 
2.08 
1.09 
Religion 
Hindu 
125 
2.20 
.86 
Others 
44 
2.02 
.74 
.98 
.37 
Total 
483 
2.10 
.98 
Table 4.12(g) shows the mean value obtained on the dimension of impulsiveness for 
four regional and three religious subcultural groups for detergents. It has been found 
that on region basis, Jammu region has the highest Impulsiveness with a mean value 
of 2.25, followed by Kashmir (mean value 2.16), and Gujjars (mean value 1.73). 
Ladakh has been found to have a lowest Impulsiveness with a mccin value of 1.70. On 
religion basis, Impulsiveness is very high in Hindus with a miean value of 2.20, 
followed by Muslims (mean value 2.08). Impulsiveness has been found to be lowest 
in others with a mean value of 2.02. 
Furthermore, it is revealed that F value for region basis is 7.77 with 
significance of .00 which is less than 0.05 at 95% confidence interval for region and 
on religion basis is .98, with significance of .37, which is than greater than 0.05 at 
95% confidence interval for religion, meaning that significant differences exist in 
mean value of impulsiveness, among the sub cultural groups on region basis for 
detergents and significant differences do not exist in mean value of impulsiveness, 
among the sub cultural groups on religion basis for detergents On the basis of the 
above results, the suppositions: 
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Hi3c- There is no significant difference in the impulsiveness across the four 
subcultural groups based on the region for the detergents is not supported and 
Hi3g. There is no significant difference in the impulsiveness across the three 
subcultural groups based on the religion for the detergents is supported. 
Table 4.12(h): Scheffe's Post Hoc Analysis for Impulsiveness in Purchasing 
Products across Regions and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladaich 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.11 
.56 
.53 
.45 
.43 
-.02 
Sig. 
.72 
.00 
.00 
.02 
.03 
.99 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others 
Others 
Mean 
diff. 
(I-J) 
-.09 
-.16 
.00 
Sig. 
.95 
.92 
1.00 
It can be revealed from table 4.12(h) that on region basis, all sub cultural groups 
paired with each other show significance less than 0.05 at 95% confidence interval, 
indicating that significant differences exist in the impulsiveness <unong these regional 
sub cultural groups for detergents except (Jammu-Kashmir) and (Ladakh-Gujjars) 
pairs, as the significance between these sub cultural groups is greater than 0.05 at 95% 
confidence interval, indicating that significant differences do not exist in the 
impulsiveness among these regional sub cultural groups for detergents. On religion 
basis, all sub cultural groups paired with each other show significance greater than 
0.05 at 95% confidence interval, indicating that significant differences do not exist in 
the impulsiveness among these religious sub cultural groups for detergents. 
4.4.13: Confusion Faced across Regions and Religions for Detergents 
Table 4.13(g): Descriptive Statistics and Result of ANOVA Test for Confusion 
Faced across Regions and Religions for Detergents 
Subculture Group 
Region 
N 
Mean 
STD 
F 
Sig. 
Jammu 
179 
2.07 
.91 
Kashmir 
198 
1.98 
.96 
Ladaiih 
52 
1.86 
.70 
Gujjars 
54 
1.88 
.88 
Total 
483 
1.99 
.91 
1.13 
.33 
Religion 
Muslim 
268 
2.01 
.94 
Hindu 
125 
1.94 
.92 
.2i 
Others 
44 
1.98 
.79 
Total 
483 
1.99 
.91 
5 
.15 
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Table 4.13(g) shows the mean value obtained on the dimension of confusion faced for 
four regional and three religious subcultural groups for detergents. It has been found 
that on region basis, Jammu region face the high confusion due to over choice with a 
mean value of 2.07, followed by Kashmir (mean value 1.98), and Ladakh (mean value 
1.86). Gujjars have been found to face less confusion due to over choice with a mean 
value of 1.88. On religion basis, confusion faced due over choice is very high in 
Muslims with a mean value of 2.01, followed by others (mean value 1.98). Confusion 
faced due over choice has been found to be lowest in Hindus with a mean value of 
1.94. 
Furthermore, it is revealed that F value for region basis is 1.13 and on religion 
basis is .28, with significance of .33 for region and .75 for religion, which is greater 
than 0.05 at 95% confidence interval for both region and religion, meaning that 
significant differences do not exist in mean value of confusion faced, among the 
sub cultural groups on region as well as religion basis for Detergents. On the basis 
of the above resuhs, the suppositions: 
Hi 3d- There is no significant difference in the confusion faced across the four 
subcultural groups based on the region for the detergents and 
Hi3h- There is no significant difference in the confusion faced across the three 
subcultural groups based on the religion for the detergents are supported. 
Table 4.13(h): Scheffe's Post Hoc Analysis for Confusion faced across Regions 
and Religions for Detergents 
Region 
Respondent 
Region (I) 
Jammu 
Jammu 
Jammu 
Kashmir 
Kashmir 
Ladakh 
Respondent 
Region (J) 
Kashmir 
Ladakh 
Gujjars 
Ladakh 
Gujjars 
Gujjars 
Mean 
diff. 
(I-J) 
.09 
.21 
.18 
.12 
.09 
-.02 
Sig. 
.78 
.51 
.61 
.86 
.93 
.99 
Religion 
Respondent 
Region (I) 
Muslim 
Muslim 
Hindu 
Respondent 
Region (J) 
Hindu 
Others; 
Others; 
Mean 
diff. 
(I-J) 
.07 
.02 
-.04 
Sig. 
.75 
.96 
.93 
1 
It can be revealed from table 4.13(h) that on region as well as religion basis, all sub 
cultural groups paired with ea:h other show significance greater than 0.05 at 95% 
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confidence interval, indicating that no significant differences exist in the confusion 
faced among these regional as well as religious sub cultural groups for detergents. 
Detailed analysis relating to origin of product, packaging consciousness, 
choice of retailer, promotion consciousness, quantity of purchase, choice of mode 
of payment for all the products has been presented in Appendix VI from table 
A-3to A-8. 
Dimensions 
of 
Consumer 
Brand 
Consciousness 
Brand Loyalty 
Quality 
Consciousness 
Price 
Consciousness 
Origin of 
Product 
Health 
Consciousness 
Packaging 
Consciousness 
Choice of 
Retailer 
Promotion 
Consciousness 
Quantity Of 
Purchase 
Mode Of 
Payment 
Impulsiveness 
Confusion 
Faced 
Table 4.14: Summary of Hypothesis Testing 
Sub Cultural Factors 
Region 
Personal 
Care 
Products 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.10 
Dairy 
Products 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.13 
Beverages 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
,00* 
,00* 
.12 
Detergents 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.33 
Religion 
Personal 
Care 
Products 
.00* 
.23 
.00* 
.05* 
.00* 
.00* 
.00* 
.07 
.00* 
.25 
.00* 
.00* 
.88 
Dairy 
Products 
.02* 
.18 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.00* 
.08 
.00* 
.33 
2.00 
Beverages 
.26 
.28 
.00* 
.00* 
.00* 
.11 
.00* 
.02* 
.00* 
.22 
.00* 
.05 
.27 
Detergents 
.01* 
.28 
.00* 
.00* 
.00* 
.00* 
.00* 
.23 
.04* 
.22 
.00* 
.37 
.75 
* - signiflcance 
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CHAPTER 5 
CONCLUSIONS 
Chapter Overview 
This chapter summarizes and concludes the key findings of the study related to the 
various dimensions like brand consciousness, brand loyalty, quality consciousness, 
price consciousness, origin of the product, health consciousness, packaging 
consciousness, promotion consciousness, choice of retailer, quantity of purchase, 
choice of the mode of pa>ment, impulsiveness and confusion faced by the 
respondents with respect to the four product categories i.e. personal care products, 
dairy products, beverages and detergents. The findings have been summarized as 
follows: 
5.1 Brand Consciousness based on Region and Religion 
5.1(a) Brand consciousness varies significantly on region basis for the personal care 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Brand consciousness on religion basis also varies significantly for personal care 
products. It has been found to be very high for the Hindus. It has been found to be 
very low for the Muslims and others. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of china are more brand 
conscious than the customers of inland region of the China. While as the results of the 
present study on religion basis are contrary with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand consciousness among 
the Malaysian consumers affiliated to different religions like Islam, Buddhism, 
Hinduism and Christianity. 
5.1(b) Brand consciousness varies significantly on region basis for the dairy products. 
It has been found to be very high for Jammu region followed by Kashmir region and 
Ladakh region, while it has been found to be very low among Gujjars. 
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Brand consciousness on religion basis also varies significantly for dairy products. It 
has been found to be very higli for the Hindus. It has been found to be very low for 
the others and Muslims. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of china are more brand 
conscious than the customers of inland region of the China. While as the resuUs of the 
present study on religion basisi are contrary with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand consciousness among 
the Malaysian consumers affiliated to different religions like Islam, Buddhism, 
Hinduism and Christianity. 
5.1(c) Brand consciousness varies significantly on region basis for the beverages. It 
has been found to be very high for Jammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. 
Brand consciousness on religion basis does not vary significantly for beverages. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of china are more brand 
conscious than the customers of inland region of the China. While as the results of the 
present study on religion basis are consistent with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand consciousness among 
the Malaysian consumers afllliated to different religions like Islam, Buddhism, 
Hinduism and Christianity. 
5.1(d) Brand consciousness varies significantly on region basis for the detergents. It 
has been found to be very high for Jammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. 
Brand consciousness on religion basis varies significantly for detergents. It has been 
found to be very high in Hindus followed by Muslims, while it has been found to be 
very low among others. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have fecund that the coastal customers of china are more brand 
conscious than the customers of inland region of the China. While as the results of the 
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present study on religion basisi are contrary with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand consciousness among 
the Malaysian consumers affiliated to different religions like Islam, Buddhism, 
Hinduism and Christianity. 
It may be inferred that because they reside in remote areas and because of lack 
of higher education and exposure to latest information, brand consciousness among 
Gujjars have been the lowest. Brand consciousness has been found to be low for 
Ladakh region because of the low reach of media and advertising. The less means of 
transportation and communication and the blockage of roads isolates it from rest of 
the country and state. The lack of higher education and exposure to latest information 
also serves as one of the reasons for the lowest brand consciousness of Ladakh region. 
It may also be noted that brand consciousness for Jammu region has been found to be 
high for the beverages followed detergents and personal Ciire products. Brand 
consciousness for Kashmir region has been found to be high for detergents followed 
by beverages and personal care; products. Brand consciousness for Ladakh region has 
been found to be high for beverages followed by detergents and personal care 
products. Brand consciousness for Gujjars region has been found to be high for 
detergents followed by beverages and personal care products. Brand consciousness 
has been found to be very low for the dairy products in all the regions. 
Brand consciousness also has been found to be low in Muslims because of 
lack of higher education and exposure to latest information, as socioeconomic status 
of Gujjars in general and the Muslim belonging to Jammu region is not that good. 
Brand consciousness has been found to be high in Hindus and others due to higher 
education and access too latest information. It may also be noted that brand 
consciousness has been found to be high for detergents followed by beverages and 
personal care products in Muslims and others, brand consciousness has been found to 
be high for beverages followed by detergents and personal care products in Hindus. 
Brand consciousness has been found to be very low for the dairy products among the 
respondents of the all religions. 
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5.2 Brand Loyalty based on Regions and Religions 
5.2(a) Brand loyalty varies significantly on region basis for the personal care 
products. It has been f3und to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Brand loyalty religion basis does not vary significantly for personal care products. 
Much difference has not been Jfound in brand loyalty for the personal care products 
among the respondents of the thiee religious groups. 
The results of the present study on region basis are consistent with the resuhs of 
(Zhou et al, 2010) who have found that the coastal customers of china are more brand 
loyal than the customers of inland region of the China. While as the results of the 
present study on religion basis are consistent with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand loyalty among the 
Malaysian consumers affiliated to different religions like Islam, Buddhism, Hinduism 
and Christianity. 
5.2(b) Brand loyalty varies significantly on region basis for the dairy products. It has 
been found to be very high for Jammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. 
Brand loyalty on religion basis does not vary significantly for dairy products. Much 
difference has not been found to be in brand loyalty for the personal care products 
among the respondents of the three religious groups. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of china are more brand 
loyal than the customers of inland region of the China. While as the results of the 
present study on religion basis are consistent with the results of (Mokhlis, 2009) who 
have found that the there are no significant differences in brand loyalty among the 
Malaysian consumers affiliated to different religions like Islam, Buddhism, Hinduism 
and Christianity. 
5.2(c) Brand loyalty varies significantly on region basis for the beverages. It has been 
found to be very high for Jammu region followed by Kashmir region, and Ladakh 
region, while it has been found to be very low among Gujjars. 
149 
Brand loyalty on religion does not vary significantly for beverages. Much difference 
has not been found in the brand loyalty for the personal care products among the 
respondents of the three religious groups. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of china are more brand 
loyal than the customers of inland region of the China. While as the results of the 
present study on religion basis are consistent with the results of (Mokhlis, 2009) who 
have foimd that the there are no significant differences in brand loyalty among the 
Malaysian consumers affiliated to different religions like Islam, Buddhism, Hinduism 
and Christianity. 
5.2(d) Brand loyalty varies significantly on region basis for the detergents. It has been 
found to be very high for Jammu region followed by Kashmir region, and Ladakh 
region, while it has been found to be very low among Gujjars. 
Brand loyalty on religion basis does not vary significantly for detergents. Much 
difference has not been found in the brand loyalty for the personal care products 
among the respondents of the thj-ee religious groups. 
The results of the present study on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that the coastal customers of China are more 
brand loyal than the customers of inland region of the China. While as the results of 
the present study on religion basis are consistent with the results of (Mokhlis, 2009) 
who have found that the there are no significant differences in brand loyalty among 
the Malaysian consumers affiliated to different religions like Islam, Buddhism, 
Hinduism and Christianity. 
Jammu region because people with high brand consciousness tend to more 
brand loyal and Gujjars are least brand loyal as they are least brand conscious and 
people with low brand consciousness tend to be less brand loyal. It may also be noted 
that brand loyalty has been found to be high for the detergents in all the regions., 
followed by beverages personal care products for all regions except that the brand 
loyalty in Jammu region is high for personal care products followed by beverages. 
Brand loyalty has been found to be very low for the dairy products in all the regions. 
On religion basis brand loyalty is high for detergents followed by personal care 
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products and beverages for all religions with the exception that brand loyalty for 
others is high for beverages than personal care products. Brand loyalty has been found 
to be low for dairy products for all religions. 
5.3 Quality Consciousness based on Regions and Religions 
5.3(a) Quality consciousness varies significantly on region basis for the personal care 
products except between Jammu region and Kashmir region. It has been found to be 
very high for Jammu region follov/ed by Kashmir region, and LadakJi region, while it 
has been found to be very low among Gujjars. 
Quality consciousness religion basis varies significantly for personal care products 
except between others and Muslims. It has been found to be very high in Hindus 
followed by others and Muslims. Much difference has not been found in the quality 
consciousness between Muslims and others. 
These results of the present study on region basis are contrary vv^ ith the results of 
(Zhou et al., 2010) who have fouind that there were no significant differences in the 
quality consciousness of customers of coastal and inland region of the China. While 
as the results of the present study on religion basis are contrary with the resuhs of 
(Mokhlis, 2009) who have found that the there are no significant differences in quality 
consciousness among the Malaysian consumers affiliated to different religions like 
Islam, Buddhism, Hinduism and Christianity. 
5.3(b) Quality consciousness varies significantly on region basis for the dairy 
products. It has been found to be very high for Jammu region and Kashmir region 
followed by Ladakh region, while it has been found to be very low among Gujjars. 
Quality consciousness religion basis varies significantly for dairy products except 
between others and Muslims. It has been found to be very high in Hindus followed by 
Muslims and Others. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
quality consciousness of customers of coastal and inland region of the China. While 
as the results of the present study on religion basis are contrarj' with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in 
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quality consciousness among the Malaysian consumers affiliated to different religions 
like Islam, Buddhism, Hinduism and Christianity. 
5.3(c) Quality consciousness varies significantly on region basis for the beverages 
except between Jammu region and Kashmir region. It has been found to be very high 
for Jammu region followed by Kashmir region, and Ladakh region, while it has been 
found to be very low among Gujjars. 
Quality consciousness on religion basis also varies significantly for beverages except 
between Jammu Muslims and others. It has been found to be very high for the Hindus, 
followed by others. Quality consciousness has been found to be very low for the 
Muslims. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
quality consciousness of customers of coastal and inland region of the China. While 
as the results of the present study on religion basis are contrary ^vith the results of 
(Mokhlis, 2009) who have found that the there were no signific;ant differences in 
quality consciousness among the Ivlalaysian consumers affiliated to different religions 
like Islam, Buddhism, Hinduism and Christianity. 
5.3(d) Quality consciousness varies significantly on region basis for the detergents 
except between Jammu region and Kashmir region and between Ladakh and Gujjars. 
It has been found to be very high for Jammu region and Kashmir region, followed by 
Ladakh region, while it has been found to be very low among Gujjars. 
Quality consciousness on religion basis also varies significantly for detergents except 
between Muslims and others. It has been found to be very high for the Hindus, 
followed by others. Quality consciousness has been found to be very low for the 
Muslims. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
quality consciousness of customers of coastal and inland region of the China. While 
as the results of the present study on religion basis are contrary with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in 
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quality consciousness among the Malaysian consumers affiliated to different religions 
like Islam, Buddhism, Hinduism and Christianity. 
It may be inferred that becausie of high income and higher education the quality 
consciousness has been found to be high for Kashmir and Jammu region and due to 
the lack of higher education, lovv' income, and low knowledge about brands the quality 
consciousness among Gujjars may be the lowest. It may also be noted that the quality 
consciousness has been found to be high for the dairy products followed by beverages 
and personal care products for all regions except Gujjars have high quality 
consciousness for personal care; products than beverages. Quality consciousness has 
been found to be very low for the detergents in all the regions. 
Quality consciousness has been found to be low in Muslims because of low 
income and lack of awareness about brands and quality standards. While as quality 
consciousness has been found to be high for Hindus, because of high income and 
much awareness about brands and quality standards. It may also be noted that the 
quality consciousness has been found to be high for the dairy pi^oducts followed by 
beverages and personal care products. Quality consciousness has been found to be 
very low for detergents among the respondents of the all religions. 
5.4 Price Consciousness based on Regions and Religions 
5.4(a) Price consciousness vari(;s significantly on region basis for the personal care 
products except between Jammu region and Kashmir region. It has been found to be 
very high among Gujjars and Ladakh. The respondents belonging to Jammu and 
Kashmir region are least price conscious. The price consciousness religion basis does 
not vary significantly fox personal care products. Much difference has not been found 
in the price consciousness across different religions for personal care products. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
price consciousness between customers of coastal and inland region the China. While 
as the results of the present study on religion basis are consistent with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in price 
consciousness among the Malaysian consumers affiliated to different religions like 
Islam, Buddhism, Hinduism and Christianity. 
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5.4(b) Price consciousness vari{;s significantly on region basis for the dairy products 
except between Jammu and Ka^ shmir and between Ladakh and Gujjars. It has been 
found to be very high among Gujjars followed by Ladakh and the respondents 
belonging to Jammu and Kashmir region are least price conscious. 
Price consciousness religion basis does not vary significantly for personal care 
products. Much difference has not been found in the quality consciousness across 
different religious groups for dairy products. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
price consciousness between customers of coastal and inland region the China. While 
as the results of the present study on religion basis are consistent with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in price 
consciousness among the Malaysian consumers affiliated to different religions like 
Islam, Buddhism, Hinduism and Christianity. 
5.4(c) Price consciousness varies significantly on region basis; for the beverages 
except between Jammu region and Kashmir region and between Ladakh and Gujjars. 
It has been found to be very high among Gujjars and Ladakh. The respondents 
belonging to Jammu and Kashmir region are least price conscious. 
Price consciousness on religion basis has been found to vaiy significantly for 
beverages between Hindus and Muslims. It has been found high in Muslims. 
Significant differences have n(3t been found in the price consciousness between 
Muslims and others and between Hindu and others. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
price consciousness between customers of coastal and inland region the China. While 
as the results of the present study on religion basis are contrary with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in price 
consciousness among the Malaysian consumers affiliated to different religions like 
Islam, Buddhism, Hinduism and Christianity. 
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5.4(d) Price consciousness varies significantly on region basis for the detergents 
except between Jammu region and Kashmir region and between ILadakh and Gujjars. 
It has been found to be very high among Gujjars and Ladakh. The respondents 
belonging to Janmiu and Kashmir region are least price conscious. 
Price consciousness on religion basis varies significantly for detergents. It has been 
found to be very high for others, followed by the Muslims. Price consciousness has 
been found to be very low for the Hindus. No significant differences have been found 
between Muslims and others. 
These results of the present study on region basis are contrary with the results of 
(Zhou et al., 2010) who have found that there were no significant differences in the 
price consciousness between customers of coastal and inland region the China. While 
as the results of the present stuidy on religion basis are contrary with the results of 
(Mokhlis, 2009) who have found that the there were no significant differences in price 
consciousness among the Malaysian consumers affiliated to different religions like 
Islam, Buddhism, Hinduism and Christianity. 
It may be inferred that because of high income price consciousness has been found to 
be low for Kashmir and Jammu region and due to the low income price consciousness 
among Gujjars may be the highest. It may also be noted that the price consciousness 
has been found to be high for detergents for Gujjars and LadakJi, followed by the 
beverages. They are least price conscious for dairy products and personal care 
products. For Jammu and Kashmir region the price consciousness has been found to 
be high for beverages followed by beverages and personal (;are products. The 
respondents of Kashmir and Jammu region are least price conscious for detergents. 
Price consciousness has been found to be high for others and Muslims because 
of low income. Due to the limited money they look for cheap products. While as price 
consciousness has been found to be low for Hindus because of high income. There are 
much careful about brands and c|uality rather than price. It may also be noted that the 
price consciousness has been found to be high for the beverages, followed by personal 
care products and detergents among Muslims. Price consciousness has been found to 
be high for personal care products followed by beverages and detergents. Price 
consciousness among others has been found to be high for detergents followed by 
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personal care products and beversiges. Price consciousness has been found to be low 
for dairy products among the respondents of the all religions. 
5.5 Consciousness with respect to Origin of the Product based on 
Region and Religion 
5.5(a) Consciousness with respect to origin of the product varies significantly on 
region basis for the personal care products. It has been found to be very high for 
Jammu region and Kashmir region, followed by Ladakh region, while it has been 
found to be very low among Gujjars. No significant differences have been found 
between Jammu region and Kashmir region. 
Consciousness with respect to origin of the product on religion basis also varies 
significantly for personal care products. It has been found to be very high for the 
Hindus, followed by Muslims, and others. No significance difference has been found 
between Muslims and others. 
5.5(b) Consciousness with respect to origin of the product varies significantly on 
region basis for the dairy products. It has been found to be very high for Kashmir and 
Gujjars and the consciousness with respect to origin of the product has been found to 
be very low for Jammu region and Ladakh region. No significant differences have 
been found between Jammu-LadaMi, Jammu-Gujjars and Ladakh Gujjars 
Consciousness with respect to origin of the product on religion basis also varies 
significantly for dairy products. It has been found to be very high for the Muslims, 
followed by the Hindus. It has been found to be very low for the others. No significant 
differences have been found in be;tween the Muslim-Hindu and Hindu-others. 
5.5(c) Consciousness with respect to origin of the product varies significantly on 
region basis for the beverages. It has been found to be very high for Jammu region 
and Kashmir region followed by Ladakh region. Consciousness with respect to origin 
of the product has been found to be very low among Gujjars. No significant 
differences have been found betv/een Kashmir-Jammu regions. 
Consciousness with respect to origin of the product on religion basis also varies 
significantly for beverages. It has been found to be very high for the Hindus, followed 
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by the others, and Muslims. No significant differences have been found between 
Muslims and others. 
5,5(ci) Consciousness with respect to origin of the product varies significantly on 
region basis for the detergents. It has been found to be very high for Jammu region 
followed by Kashmir region, and Ladakh region. Consciousness with respect to origin 
of the product has been found to be very low among Gujjars. 
Consciousness with respect to origin of the product on religion basis varies 
significantly for detergents. It has been found to be very high for the Hindus. 
Consciousness with respect origin of product has been found to be very low for the 
Muslims and others. No significant differences have been between Muslims and 
others. 
Thus, as per the study, it has been found that the results are different for all the 
products. Jammu region and Kashmir region have scored highest for beverages, 
detergents and personal care products. They like nationally and foreign 
manufactured beverages, detergents and personal care products for the simple 
reason that they have high income and they are quality conscious. Ladakh and Gujjars 
have low income and are not much quality conscious therefore price is important for 
them than the origin for the beverages, detergents and personal care products. 
Gujjars have scored highest for the dairy products followed by Kashmir. This is 
because most of Gujjars have their own buffalos and they prefer the dairy products of 
their buffalos which were acknovi4edged by Gujjars respondents during the survey. It 
is a Kashmiri philosophy that the natural products like milk and water are pure in 
Kashmir, which we also come to know during the survey. Therefore respondents of 
Kashmir like the locally made dairy products. It may also be noted that the 
consciousness with respect to origin of the product has been found to be high for the 
personal care products followed by beverages and dairy products for Jammu region. It 
has been found to be high for personal care products followed by dairy products and 
beverages for Kashmir region. It has been found to be high for dairy products 
followed by followed by personal care products and beverages for Ladakh and 
Gujjars. Consciousness with respect to origin of the product has been found to be very 
low for the detergents in all the regions. 
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It may be concluded for the dairy products the consciousness with respect to 
origin of product has been found to be high for Muslims. This is because the Muslims 
like the locally made dairy products. It may be inferred that the consciousness with 
respect origin of product has been found to be high for Hindus; they love national and 
foreign brands due to their affordability and brand consciousness. The consciousness 
with respect origin of product in Muslims and others has been found to be low due to 
low income and brand consciousness. Due to the limited money they look for cheap 
products. 
It may also be noted that the consciousness with respect origin of product has 
been found to be high for dairy products followed by personal care products and 
beverages for Muslims. Consciousness with respect origin of product has been found 
to be high for personal care products followed by beverages and dairy products for 
Hindus. Consciousness with resjject origin of product has been found to be high for 
personal care products followed by dairy products and beverages for others. 
Consciousness with respect origin of product has been found to be low for detergents 
among the respondents of the all religions. 
5.6 Health Consciousness based on Regions and Religions 
5.6(a): Health consciousness varies significantly on region basis for the personal care 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Health consciousness religion basis does also vary significantly for personal care 
products. It has been found to be very high for Hindus and the health consciousness 
has been found to be very low for the others and Muslims. No significant differences 
have been found between Muslims and others. 
5.6(b) Health consciousness varies significantly on region basis for the dairy 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, whil(2 it has been found to be very low among Gujjars. 
Health consciousness on religion basis also varies significantly for dairy products. It 
has been found to be very high for the Hindus, followed by the others, and Muslims. 
No significant differences have been found between the Muslims and others. 
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5.6(c) Health consciousness varies significantly on region basis for the beverages. It 
has been found to be very high for Jammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. 
Health consciousness on religion basis does not vary significantly for beverages. 
Much difference has not been found in the health consciousness across three religious 
groups. 
5.6(d) Health consciousness varies significantly on region basis for the detergents. It 
has been found to be very high for Jammu region and Kashmir region, followed by 
Ladakh region, while it has be(m found to be very low among Gujjars. No significant 
differences have been found between Jammu region and Kashmir region. 
Health consciousness on religion basis also varies significantly for detergents. It has 
been found to be very high for the Hindus. Health consciousness has been found to be 
low for the Muslims and others. No significant differences have been found between 
the Muslims and others. 
It may be inferred that because of higher education the health consciousness 
has been found to be high for Jammu and Kashmir. Ladakh region has a moderate 
health consciousness and due to the lack of higher education, and low exposure, the 
health consciousness among Gujjars may be the lowest. It may also be noted that the 
health consciousness has been found to be high for the dairy products followed by 
beverages and personal care products. Health consciousness has been found to be very 
low for the detergents in all the regions. 
Health consciousness hsis been found to be high for Hindus due high education 
and awareness. The health consiciousness in others and Muslims has been found to be 
low due to low education and awareness. It may also be noted that the health 
consciousness has been found to be high for dairy products, followed by beverages 
and personal care products for Muslims and others. It has been found to be high for 
dairy products followed by personal care products and beverages. It has been found to 
be low for detergents among the; respondents of the all religions. 
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5.7 Packaging Consciousness based on Regions and Religions 
5.7(a) Packaging consciousness varies significantly on region basis for the personal 
care products. It has been fcund to be very high for Jammu region followed by 
Kashmir region, and Ladakh region, while it has been found to be very low among 
Gujjars. No significant differences have been found between Jammu region and 
Kashmir region. 
Packaging consciousness religion basis also vary significantly for personal care 
products. It has been found to be very high for Hindus. Packaging consciousness has 
been found to be low for the others and Muslims. No significant differences have 
been found between Muslims and others. 
5.7(b) Packaging consciousness varies significantly on region basis for the dairy 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Packaging consciousness on religion basis also varies significantly for dairy products. 
It has been found to be very high for the Hindus, followed by the others and Muslims. 
No significant differences have been found between Muslims and others. 
5.7(c) Packaging consciousness varies significantly on region basis for the beverages. 
It has been found to be very high for Jammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. 
Packaging consciousness on religion basis also varies significantly for beverages. It 
has been found to be very high for the Hindus, followed by the others and Muslims. 
No significant differences have been found between Muslims and others. 
5.7(d) Packaging consciousness varies significantly on region basis for the detergents. 
It has been found to be very high for Jammu and Kashmir region, followed by 
Ladakh. Packaging consciousness has been found to be very low among Gujjars. 
Packaging consciousness on religion basis also varies significantly for beverages. It 
has been found to be very high for the Hindus, followed by the others and Muslims. 
No significant differences have been found between others and Muslims. 
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It may be inferred that because higher income the packaging consciousness 
has been found to be high for Jammu region and Kashmir region as they look for 
other things like packaging color and design in addition to quality and functional 
features. Due to the low income Ladakh region and Gujjars give their main thrust on 
price, and the function of the product rather than design and the color. It may be noted 
that the packaging consciousneiss has been found to be high for the personal care 
products followed by detergents, then beverages and the packaging consciousness has 
been found to be very low for the dairy products in all the regions. 
Packaging consciousness has been found to be high for Hindus. The packaging 
consciousness in others and Muslims has been found to be low. This is because their 
income is low and they are mainly concerned with the utility and price of the product 
rather than packaging. It may also be noted that the packaging consciousness has been 
found to be high for personal care products, followed by detergents, and beverages. It 
has been found to be low for dairy products among the respondents of the all 
religions. 
5.8 Consciousness with respect to Choice of Retailer based on Regions 
and Religions 
5.8(a) Consciousness with respect to choice of retailer varies significantly on region 
basis for the personal care products. It has been found to be very high for Jammu 
region and Kashmir region followed by Ladakh region, while it has been found to be 
very low among Gujjars. No significant difference have been found been Jammu and 
Kashmir, Jammu-Ladakh and Kashmir-Ladakh regions. 
Consciousness with respect to choice of retailer religion basis does not vary 
significantly f^ox personal care products. Much difference has not been found in brand 
consciousness for the personal care products among the respondents of the three 
religions. 
5.8(b) Consciousness with respect to choice of retailer varies significantly on region 
basis for the dairy products. It has been found to be very high for Jammu region 
followed by Kashmir region, and Ladakh region, while it has been found to be very 
low among Gujjars. 
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Consciousness with respect to choice of retailer on religion basis also varies 
significantly for dairy products. It has been found to be very high for the Hindus, 
followed by the others. Consciousness with respect to choice of retailer has been 
found to be very low for the Muslims. No significant differences have been found 
between others and Muslims. 
5.8(c) Consciousness with respect to choice of retailer varies significantly on region 
basis for the beverages. It has been found to be almost same for Jammu, Kashmir and 
Ladakh regions and the consciousness with respect to choice of retailer has been 
found to be very low among Gujjars. 
Consciousnesses with respect to choice of retailer on religion basis have been found 
to vary significantly for beverages. It has been found to be high in Hindus, followed 
by others and Muslims. No significant differences have been found between Muslim-
others and Hindu-others. 
5.8(d) Consciousness with respect to choice of retailer varies significantly on region 
basis for the detergents. It has been found to be almost same for Jammu, Kashmir and 
Ladakh regions and the consciousness with respect to choice of retailer has been 
found to be very low among Gujjars. 
Consciousness with respect to choice of retailer on religion basis does not vary 
significantly for detergents. Much difference has not been found to be in 
consciousness with respect to choice of retailer for the detergents among the 
respondents of the five religions. 
Thus, as per the study, it has been found that the results are different for all the 
products. Jammu and Kashmir region have scored highest for choice of retailer for 
Personal care products. The results for Jammu, Kashmir and Ladakh are same for the 
beverages and detergents. Jammu region has scored highest for the dairy products, 
followed by Kashmir and Ladaldi. Gujjars are least choice with respect to the retailer 
for all the products. Thus, the store attractiveness and reputation is important for 
Jammu, and Kashmir region, while as the price and the utility of the product remains 
center for Ladakh region and Gujjars. 
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It may also be noted that the choice of retailer has been found to be high for 
the personal care products in all regions. In case of Jammu region Personal care 
products are followed by beverages, dairy products and are low for detergents; for 
Kashmir region and Gujjars Personal a care product are followed by detergents and 
beverages and is low for dairy products; for Ladakh region Personal care products are 
followed by beverages, and detergents and is low for dairy products. 
Choice of retailer score has been found to be high for Hindus, followed by 
others and Muslims. The choice of retailer in others and Muslims has been found to 
be low. This is because their main price and utility remains center for them rather than 
retail outlets attractiveness. Choice of retailer for Muslims is high for personal care 
products followed by detergents, beverages and is low for dairy products. Choice of 
retailer for Hindus is high for personal care products followed by dairy products, 
beverages and is low for detergents. Choice of retailer for others is high for personal 
care products followed by beverages, detergents and is low for dairy products. Choice 
of retailer has been found to be high for personal care products among the respondents 
of the all religions. 
5.9 Promotion Consciousness based on Regions and Religions 
5.9(a) Promotion consciousness varies significantly on region basis for the personal 
care products. It has been found to be very high for Jammu region followed by 
Kashmir region, and Ladakh re;gion, while it has been found to be very low among 
Gujjars. 
Promotion consciousness variesi significantly on religion basis for the personal care 
products. It has been found to be very high for Hindus followed by others and 
Muslims. No significant differences have been found between Muslims and others. 
5.9(b) Promotion consciousness varies significantly on region basis for the dairy 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Promotion consciousness on religion basis also varies significantly for dairy products. 
It has been found to be very high for the Hindus. Promotion consciousness has been 
found to be low for the others and Muslims. 
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5.9(c) Promotion consciousness varies significantly on region basis for the 
beverages. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
Promotion consciousness on religion basis also varies significantly for beverages. It 
has been found to be very high for the Hindus, followed by others, and Muslims. No 
significant differences have been found between Muslims and others. 
5.9(d) Promotion consciousness varies significantly on region basis for the 
detergents. It has been found to be very high for Jammu region and Kashmir region, 
followed by Ladakh region, while it has been found to be very low among Gujjars. 
Promotion consciousness on religion basis also varies significantly for detergents. It 
has been found to be very high for the others, followed by Hindus and Muslims. No 
significant differences have been found between Hindu-others and Muslim-others. 
It may be inferred that because of access of media, and access to latest 
information and due to higher education, the promotion consciousness has been found 
to be high for Jammu and Kashmir. Due to the less access to media, and due to less 
exposure to the latest information and low education, the promotion consciousness 
among the respondents of Ladakh and Gujjars may be the lowest. It may also be noted 
that the promotion consciousness has been found to be high for the personal care 
products followed by beverages, detergents and the promotion consciousness has been 
found to be very low for the dairy products in all the regions. 
Promotion consciousness has been found to be high for Hindus followed by 
others. The promotion consciousness in Muslims has been found to be low. Because 
of the low exposure to media and advertising the promotion conscious may be low in 
Muslims. It may also be noted that the promotion consciousness has been found to be 
high for personal care products followed by beverages, and detergents among the 
respondents of the all religions except for others promotion consciousness has been 
found to be high for detergents followed by personal care products, beverages. 
Promotion conscious has been found to be low for dairy products for all religions. 
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5.10 Quantity of Purchase based on Regions and Religions 
5.10(a) The quantity of purchase varies significantly on region basis for the personal 
care products. It has been found to be very high for Kashmir region followed by 
Jammu region, and Ladakh region. It has been found to be very low among Gujjars. 
No significant differences have been found between Jammu and Kashmir regions. 
The quantity of purchase does not ^^ ary significantly on religion basis for the personal 
care products. There has been found to be not much difference in quantity of 
purchase for the personal care products among the respondents of the three religions. 
5.10(b) The quantity of purchase varies significantly on region basis for the dairy 
products. It has been found to be very high for Kashmir region followed by Jammu 
region, Ladakh region, while it has been found to be very low among Gujjars. 
The quantity of purchase does not vary significantly on religion basis for the dairy 
products. Much difference has not been found in brand consciousness for the dairy 
products among the respondents of the three religions. 
5.10(c) The quantity of purchase varies significantly on region basis for the 
beverages. It has been found to be very high for Kashmir region followed by Jammu 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
The quantity of purchase on religion basis does not vary significantly for beverages. 
Much difference has not been found in brand consciousness for the dairy products 
among the respondents of the fiv(; religions. 
5.10(d) The quantity of purchase varies significantly on region basis for the 
detergents. It has been found to be very high for Kashmir region followed by Jammu 
region, and Ladakh region, while it has been found to be very low among Gujjars. 
The quantity of purchase does not vary significantly on religion basis for the 
detergents. Much difference has not been found in brand consciousness for the 
detergents among the respondents of the three religions. 
It may be inferred that because higher income the quantity of purchase has 
been found to be high for Kashmir and Jammu. Ladakh region has lower income than 
Jammu and Kashmir region but higher than Gujjars thus, therefore the quantity of 
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purchase for Ladakh is less than Kashmir and Jammu and more than Gujjars. Due to 
low income the quantity of purchas(; among Gujjars may be the lowest. It may also be 
noted that the quantity of purchase has been found to be high for the personal care 
products followed by detergents, then beverages and the quantity of purchase has 
been found to be very low for the dairy products in all the regions except for Kashmir 
region has high quantity of purchase for detergents than personal care products. 
The quantity of purchase has been found to be high for Hindus for all products 
the reason may be higher income. It may also be noted that the quantity of purchase 
has been found to be high for personal care products, followed by the detergents, then 
beverages. The quantity of purchase has been found to be low for the dairy products 
among the respondents of the all religions, this may be because of the dairy products 
are highly perishable in nature. 
5.11 Choice of Mode of Payment based on Regions and Religions 
5.11(a) Choice of mode of payment varies significantly on region basis for the 
personal care products. Gujjars have been found to score highest for choice of mode 
of payment followed by Ladakh region and Kashmir region. Jammu region has been 
found to score low for choice of mode of payment. 
Choice of mode of payment on religion basis varies significantly for personal care 
products. It has been found to be very high for the Muslims, followed by others. 
Choice of mode of payment has been found to be very low for the Hindus. No 
significant differences have been found between Hindus and others. 
5.11(b) Choice of mode of payment varies significantly on region basis for the dairy 
products. It has been found to be very high among Gujjars followed by Ladakh region 
and Kashmir region. Choice of mode of payment has been found to be very low for 
Jammu region. No significant differences have found between Kashmir and Jammu 
region. 
Choice of mode of payment religion basis varies significantly for dairy. It has been 
found to be very high for the Muslims, followed by others. Choice of mode of 
payment has been found to be very low for the Hindus. No significant differences 
have found between Hindus and others. 
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5.11(c) Choice of mode of payment varies significantly on region basis for the 
beverages. It has been found to be very high among Gujjars followed by Ladakh 
region and Kashmir region. Choice of mode of payment has been found to be very 
low for Jammu region. 
Choice of mode of payment religion basis varies significantly for beverages. It has 
been found to be very high for the Muslims, followed by the others. Choice of mode 
of payment has been found to be very low for the Hindus. 
5.11(d) Choice of mode of payment varies significantly on region basis for the 
detergents. It has been found to be very high among Gujjars followed by Ladakh 
region and Kashmir region. Choice of mode of payment has been found to be very 
low for Jammu region. 
Choice of mode of payment religion basis varies significantly for detergents. It has 
been found to be very high for the Muslims, followed by the others. Choice of mode 
of payment has been found to be very low for the Hindus. No significant differences 
have been found between the Hindus and others. 
It may be inferred that because of lower income Gujjars have scored high for 
choice of mode of payment. To get products on credit is important to them than the 
quality and brand and same is with Ladakh region. The choice of mode of payment 
has been found to be high for Kashmir, although Kashmir have higher income but still 
it is their philosophy to buy on credit and pay monthly, as it was revealed by many 
respondents during the survey that, although they do not have monetary problems, but 
still they like to buy products on credit. Jammu region has scored less for choice of 
mode payment. It may also be noted that the choice of mode of payment has been 
found to be high for the personal care products followed by detergents, then beverages 
and the choice of mode of payment has been found to be very low for the dairy 
products in all the regions. 
The choice of mode of payment has been found to be highest for the Muslims 
followed by others. Choice of mode of payment has been found to be very low for the 
Hindus for all the products. This may be because of the low income of the Muslims. 
Choice of mode of payment in /^Iuslims has been found to be high for personal care 
products followed by beverages, and, detergents and low for dairy products. The 
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choice of mode of payment in Hindus has been found to be highest for detergents 
followed by personal care products, beverages and lowest for the dairy products. 
Choice of mode of payment for others has been found to be high personal care 
products followed by beverages and, detergents and low for dairy products. It has 
been found to low for dairy products among the respondents of the all religions. 
5.12 Impulsiveness in Purchasing Products based on Regions and 
Religions 
5.12(a) Impulsiveness varies significantly on region basis for the personal care 
products. It has been found to be very high for Jammu region followed by Kashmir 
region, and Ladakh region, while it has been found to be very low among Gujjars. No 
significant differences have been found between Kashmir and Jammu region. 
Impulsiveness on religion basis also varies significantly for personal care products. It 
has been found to be very high for the Hindus. Impulsiveness has been found to be 
very low for the others and Muslims. No significant differences have been found 
between others and Muslims. 
The results of the present study on region basis are contrary with the results of (Zhou 
et al., 2010) who have found that there are no significant differences in the 
Impulsiveness of the respondents of coastal region and inland region of the China. 
While as the results of the present study on religion basis are also contrary with the 
resuhs of (Mokhlis, 2009) who have found that there are no significant differences in 
Impulsiveness among the Malaysian consumers affiliated with different religions like 
Islam, Buddhism, Hinduism and Christianity. 
5.12(b) Impulsiveness varies sig:nificantly on region basis for the dairy products. It 
has been found to be very high Kashmir region and Jammu region, and Ladakh 
region, while it has been found to be very low among Gujjars. 
Impulsiveness on religion basis does not vary significantly for dairy products. Much 
difference has not been found in impulsiveness for the dairy products among the 
respondents of the three religions. 
The results of the present study on region basis are contrary with the results of (Zhou 
et al, 2010) who have found that there are no significant differences in the 
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Impulsiveness of the respondents of coastal region and inland region of the China. 
While as the results of the presen.t study on religion basis are consistent with the 
results of (Mokhlis, 2009) who ha\^ e found that there were no significant differences 
in Impulsiveness among the Malaysian consumers affiliated with different religions 
like Islam, Buddhism, Hinduism and Christianity. 
5.12(c) Impulsiveness varies significantly on region basis for the beverages. It has 
been found to be very high for .lammu region followed by Kashmir region, and 
Ladakh region, while it has been found to be very low among Gujjars. No significant 
differences have been found between Kashmir-Jammu and Ladakh-Gujjars regions. 
Impulsiveness on religion basis does not vary significantly for beverages. Much 
difference has not been found in the impulsiveness across religions for beverages. 
The results of the present study on region basis are contrary with the results of (Zhou 
et al., 2010) who have found that there are no significant differences in the 
Impulsiveness of the respondents of coastal region and inland region of the China. 
While as the results of the present study on religion basis are consistent with the 
results of (Mokhlis, 2009) who have found that there were no significant differences 
in Impulsiveness among the Malaysian consumers affiliated with different religions 
like Islam, Buddhism, Hinduism and Christianity. 
5.12(d) Impulsiveness varies significantly on region basis for the detergents. It has 
been found to be very high for Jammu region and Kashmir region, Ladakh region, 
while it has been found to be very low among Gujjars. Significant differences have 
not been found between Jammu-Kashmir regions and Ladakh-Gujjars regions. 
Impulsiveness on religion basis does not vary significantly for detergents. There has 
been found to be not much differ(;nce in impulsiveness for the detergents among the 
respondents of the five religions. 
The results of the present study on region basis are contrary with the results of (Zhou 
et al., 2010) who have found that there were no significant differences in the 
Impulsiveness of the respondents of coastal region and inland region of the China. 
While as the results of the pres(mt study on religion basis are consistent with the 
results of (Mokhlis, 2009) who have found that there were no significant differences 
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in Impulsiveness among the Malaysian consumers affiliated with different religions 
like Islam, Buddhism, Hinduism and Christianity. 
It may be inferred that because higher income the impulsiveness has been 
found to be high for Jammu and Kashmir region and the impulsiveness has been 
found to be low for Ladakh and Gujjars. This is because they have low income and 
they spend the money very carefully. It may also be noted that the impulsiveness has 
been found to be high for the personal care products followed by dairy products, then 
beverages and the impulsiveness has been found to be very low for the detergents in 
all the regions except impulsiveness in Gujjars is high for Personal care products 
followed by beverages, detergents and dairy products. 
As per the present study, impulsiveness has been not been found to vary 
significantly across religion for personal care products and beverages. Impulsiveness 
has not been found to vary significantly for dairy products and detergents. The 
impulsiveness has been found to be highest for the Hindus. Impulsiveness has not 
been found to be very low in Muslims and others for all products. The low income 
might be the reason for least impulsiveness of the Muslims and others. They will be 
spending the money very cautiously. It may also be noted that for Muslims and others 
the impulsiveness has been found to be high for personal care products followed by 
beverages and detergents. For Hindus, the impulsiveness has been found to be high 
for detergents followed by personal care products, beverages. The impulsiveness has 
been found to be low for the dairy products among the respondents of the all religions. 
5.13 Confusion Faced Due to Over Choice based on Regions and 
Religions 
5.13(a) The confusion faced due to over choice does not vary significantly on region 
basis fox personal care products. There is not much difference in confusion faced due 
to over choice for the personal care products among the respondents of the fotir 
regions. 
The confusion faced due to over choice on religion basis does not vary significantly 
for personal care products. There has not been found much difference in confusion 
faced due to over choice for the personal care products among the respondents of the 
three religions. 
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The results of the present study are on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that there were no significant differences between 
the coastal and inland customers of China for the confiision faced due to over choice 
of products. 
5.13(b) The confusion faced due to over choice does not vary significantly on region 
basis for dairy products. There is not much difference in confusion faced due to over 
choice for the dairy products among the respondents of the four regions. 
The confusion faced due to over choice on religion basis does not vary significantly 
for dairy products. Much difference has not been found in the confusion faced over 
choice for the dairy products among the respondents of the three religions. 
The results of the present study are on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that there were no significant differences between 
the coastal and inland customers of China for the confusion faced due to over choice 
of products. 
5.13(c) The confusion faced due to over choice does not vary significantly on region 
basis for the beverages. There is not much difference in confusion faced due to over 
choice for the beverages among the respondents of the four regions. 
The confusion faced due to over choice on religion basis does not vary significantly 
for beverages. There has been found to be not much difference in confusion faced due 
to over choice for the beverages among the respondents of the three religions. 
The results of the present study are on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that there were no significant differences between 
the coastal and inland customers of China for the confusion faced due to over choice 
of products. 
5.13(d) The confusion faced due to over choice does not vary significantly on region 
basis for the personal care products. There is not much difference in confusion faced 
due to over choice for detergents among the respondents of the four regions. 
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The confusion faced due to over choice on religion basis does not vary significantly 
for detergents. There has been found to be not much difference in confusion faced 
due to over choice for the detergents among the respondents of the three religions. 
The results of the present study are on region basis are consistent with the results of 
(Zhou et al., 2010) who have found that there were no significant differences between 
the coastal and inland customers cif China for the confusion faced due to over choice 
of products. 
Thus, as per the study, it has been found that the confusion faced due to over 
choice does not vary significantly on region basis for all the products. The confusion 
faced due to over choice has been found to be almost same for all the regions. It may 
also be noted that the confusion faced due to over choice in case of Jammu and 
Ladakh region has been found to be high for dairy products, followed by beverages, 
then detergents and the confusion faced due to over choice has been found to be very 
low for personal care products in these two regions. Confusion faced due to over 
choice in case Kashmir region has been found to be high for dairy products and 
detergents and it has been found to be high for detergents and dairy products for 
Gujjars. It has been found to be low for beverages and personal care products for 
Kashmir and Gujjars. 
Confusion faced due to over choice has been not been foimd to vary 
significantly across religion for all the products. Thus, there are no high differences in 
confusion faced by over choice for the religious groups. The confiision face due to 
over choice is high for dairy products for all religions. In Muslims confusion faced 
due to over choice has been found to be high for dairy products followed by 
detergents. The confusion faced by them has been found to low for personal care 
products and beverages. For Hindus the confusion faced due over choice is high for 
dairy products followed by detergents. Confusion face by them has been found to be 
low for beverages and personal care products. For others confusion faced due over 
choice is high for dairy products followed by detergents. Confusion face by them has 
been found to be low for personal care products and beverages. 
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CHAPTER 6 
Implications and Directions for Future Research 
6.1 Implications 
6.1.1 Marketing Implications 
This study explores, the similarities and differences in the decision making styles and 
the pattern of consumption between the four regions based subcultures viz. Jammu, 
Kashmir, Ladakh and Gujjars and three religion based subcultures viz. Muslims, 
Hindus and others (Sikhs, Christians and Buddhists) of the state Jammu and Kashmir, 
India. A number of implications arise from these findings. The marketers should be 
aware of the differences and similarities in consumer culture and decision making 
styles. Thus, the study would be highly significant for the marketers as it will serve as 
guide line for them in formulating the strategies and will help them to attain higher 
targets and gain market shares by ]Droducing more satisfying customers. 
The biggest myth with the state of Jammu Kashmir is that it considered as a 
single market by most of the marketers. The present study shows that the consumption 
pattern among the various sub cultural groups varies significantly. Marketers need to 
understand that, they should not use common marketing practices for all the 
subcultures. Each sub cultural group should be treated as a different market and 
strategies suitable for that particular market segment should be adopted in order to 
increase the effectiveness of the marketing programs. 
6.2 Recommendations Based On Regions and Religions for Four 
Product Categories 
The researcher has been also able to make certain recommendations relating to the 
marketing strategies for each of the parameter taken up under the study. 
• Brand Consciousness 
On region basis, efforts need to be taken to increase the brand consciousness 
among Gujjars and consumers of Ladakh region by using suitable promotional 
measures like advertising. Gujjars can be approached using advertising through 
radio and television programs that are particularly popular among them. 
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• 
Advertising in Ladakh region can be done through print media like news papers, 
and electronic media like television and radios for all the product categories. 
Similarly, on religion basis, the brand consciousness of Muslims and others can 
be increased by using various advertising programs using electronic and print 
media. 
Brand Loyalty 
The brand loyalty on region basis, in Gujjars and Ladakh region and on religion 
basis, in others and Muslims for all products can be increased by educating them 
with the knowledge about the brands through advertising and retailers. The use of 
sales promotion techniques like price deal, loyal reward program, Cents-off deal 
and Price-pack deal can improve brand loyalty in them. 
Brand loyalty can be furthe;r increased among consumers of the regions of 
Jammu and Kashmir and on ]-eligion basis, in Hindus by providing brand loyalty 
benefits in the form of coupons, rebates and loyal reward program for all 
products. 
These techniques can be us;ed by the marketers to retain the most valuable 
customers. The cost of acquiring new customers is six times that of retaining 
them and, the most of the i^ evenue of a company comes from most valuable 
customers. Therefore, ensuring loyalty is commercially important. A company 
should create a sense of belonging with the customers. 
Quality Consciousness 
Price seems to be more important to Gujjars and Ladakh on region basis for all 
the products. Therefore, tliey can be better satisfied by offering low price 
products and products with promotional schemes like coupons, freebies, prizes. 
Price-pack deal. 
Consumers of the regions of Jammu and Kashmir and on religion basis, Hindus, 
Muslims and others should be offered with the high quality products to maintain 
their trust and the faith in the product and the brand. 
Price Consciousness 
On region basis Gujjars and Ladakh region and on religion basis, Muslims and 
others should be offered with the products with the low price. They should be 
offered with coupons, freebies, prizes and Price-pack deals. 
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• Consciousness with respect to Origin of the Product 
Consumers of the regions of Jammu and Kashmir and on religion basis Hindus 
for personal care products can be satisfied by offering both national as well as 
foreign made products. Gujjars and the consumers of the Ladakh region and on 
religion basis, Muslims and others can be satisfied by offering locally and 
nationally manufactured personal care products. 
The consumers of Kashmir region should be offered with locally manufactured 
dairy products. This is a feeling among consumers of Kashmir that natural 
products like milk and water are pure in Kashmir. These products should be 
manufactured locally and the packaging should exhibit an essence of Kashmir 
origin. For example, the mineral water brand "Tresh" has got a high demand in 
Kashmir as the name "Tre;sh" means "water" in Kashmiri language. The 
packaging and the labeling on the bottle shows a tourist resort of Kashmir which 
is popular for pure natural water. So whenever the consumer looks at the picture 
it gives him feeling that he is buying pure water and this has created a good 
demand for the brand. The (consumers of regions of Jammu and Ladakh can be 
offered local and national brands of dairy products. 
On religion basis, Muslims prefer locally manufactured dairy products. They can 
be offered with both local as well as national dairy brands. While Hindus should 
be offered with national and foreign brands and others should be offered with 
local and national brands. 
For beverages and detergents the consumers of regions of Jammu and Kashmir 
on religion basis, others can be satisfied by offering nationally manufactured 
beverages and detergents. On the other hand, Gujjars and the consumers of 
Ladakh region and on religion basis Muslims and others can be satisfied by 
offering both locally as well as nationally manufactured products. 
• Health Consciousness 
All the four products designed for consumers of regions of Jammu and Kashmir 
and on religion basis, Hindus should contain the clear labels, displaying 
information about ingredients, precautions, warnings and instructions for use and 
shelf life. This will help marketers to retain the existing customers and earn new 
175 
• 
customers, and is a chance for the marketers to create their image and earn the 
trust of the customers. 
Packaging Consciousness 
The consumers of regions of Jammu and Kashmir and on religion basis, Hindus, 
should be offered all the four products with attractive packaging with good colors 
and designs. They consider the functional aspect of packaging more important 
like easy to handle, carry, use and dispose off, the post use of bottles and 
containers of the product. Packaging must be designed to promote the benefits of 
the product and promote the product brand. Brand name must be clearly visible, 
and the benefits of the product should be clearly mentioned on the labels. 
Packaging should attract attention of the customer when the product is on the 
shelf 
Choice of Retailer 
For Personal care products in the regions of the Jammu, Kashmir and Ladakh, the 
retail stores should be well decorated. Retailers should organize the products in 
such a way so as it is eas}/ for customers to pick and choose the products. 
Retailers should offer variety of products. 
Retail stores should also be well decorated in the regions of the Jammu and 
Kashmir for the beverages, dairy products and detergents. 
On religion basis, for Hindus the retail stores should be well decorated. Retailers 
should organize the products in such a way so as it is easy for customers to pick 
and choose the products. Retailers should offer variety of products. 
Promotion Consciousness 
For all product categories, marketers should target the consumers of the regions 
of Jammu and Kashmir; and on religion basis, Hindus with advertising and 
publicity to develop their brand identity. This will make the customers brand 
conscious and will help the c:ompanies in developing long term relations with the 
customers. For consumers of Ladakh region and Gujjars and on religion basis, 
Muslims and Others marketers should offer the products with the promotional 
schemes like coupons, freebies, prizes. Price-pack deal, Cents-off deal etc. 
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Quantity of Purchase 
For all the four product categories marketers should offer products in large packs 
to the consumers of the regictns of Jammu and Kashmir while for all the four 
product categories for the consumers of Ladakh region and Gujjars, marketers 
should offer products in small packs. 
Choice of Mode of Payment 
For Personal care products, Dairy products and detergents the consumer of the 
Ladakh region, and the consumer of Kashmir region and Gujjars, should be 
offered with credit facilities to increase the sales and to build the store loyalty. 
Retailers should make a tradeoff between the credit and bad debt. Credit facilities 
should also be provided to Gujjars and the consumer of the Ladakh region for 
purchase of beverages. 
On religion basis, for all products Muslims and others should be offered with 
credit facilities to increase the sales and to build the store loyalty. Retailers 
should make a tradeoff between the credit and bad debt. 
Impulsiveness shown while purchasing the Products 
For personal care products th(; consumers of the regions of Jammu and Kashmir; 
and on religion basis, Hindus sub cultural groups can be approached through 
emotional advertisements which would help in increasing the sales. 
While as, for the consumers of Ladakh region and Gujjars and on religion basis, 
for Muslims and others, price of the product is more important. Therefore, they 
should be provided with the pirice information about the different brands to make 
a comparison of the products. They should also be provided with the information 
about the coupons, freebies, prizes, price-pack deal, and cents-off deals. 
Confusion faced due to Over Choice 
Confusion faced due to over choice of brands is not so high for all products on 
region as well as on religion basis. However, companies should provide the 
customers with enough information about the products and brands and other 
utilitarian information like, price and quality to make a comparison of the 
products and brands through advertisements. They should also provide 
information on the packaging as well about the coupons, freebies, prizes, price-
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pack deal and cents-off deals offered, so as to avoid the confusion and to promote 
impulsive buying. 
6.2.1 Social Implications of the Study 
This study will serve as guide line to customers and would explain them the reason 
for purchasing the product and will list some important factors which they should 
consider before purchasing a product. They can diagnose their decision making style 
and analyze the short comings of their style. For example the study would educate the 
customers to be health conscious. The study may suggest them to check for the expiry 
and date of manufacture of the product before making a purchase. This was 
acknowledged by many respondents during the survey that, the questionnaire 
provided them with a lot of information about the shopping and they would consider 
many factors before purchasing a product. It will help them to learn about brands 
which are offered by the companies. The study will educate the customers about the 
quality, as it was also acknowledged by many respondents during the survey that, they 
never had thought about the quality earlier and they would take into consideration the 
quality aspect in their future purchasing. 
The current study may also make the respondents price conscious and 
comparison shoppers. The study would also suggest them to think about the place of 
manufacture of the product and the associated benefits and the shortcomings of the 
product. It may help them to concentrate on the functional feature of packaging in 
addition to color and design of the product. The study may suggest them to consider 
the ingredients of the product before making a purchase. This study may help them in 
fixing the criteria for the selection of a retailer and the quantity of purchase. This 
study may help them to know the extent of compromise they would require to make to 
avail the products on the credit and give them a choice to limit their compromise. The 
study may make them familiar about their impulsiveness and will help them in 
becoming rational shopper. The study will also guide the customers to compare some 
functional features like price and quality of the products to avoid the confusion faced 
due to over choice and proliferation of brands. 
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6.3 Directions for Future Researcli 
After completion of every researcli study, new paths are created for the researcher to 
tread on. The present research covers only a drop of a big ocean and there is a big 
ocean yet to be fully discovered. 
• The present study has been carried out for the FMCG (Fast Moving Consumer 
Goods) only, future studies can, be carried out on other products also. 
• The present study has been carried out in the Jammu and Kashmir State only; 
future studies can be carried out in the different regions of the country and world. 
• The present has been carried out to study the differences across religions and 
regions only, the future studies can be carried out on the basis of income, gender, 
age etc. 
• MANOVA test can be used to in the future studies to see the effect of religion, 
region and other factors together. 
• The thirteen factor model developed in this study can be tested in different culture 
in order to check the reliability and validity of the scale and to check the 
generality of the model. 
• The present study has used CSI (consumer style inventory) developed by Sproles 
and Kendall's (1986), future studies can use Hofstede's models to check the 
differences in results. 
• The present study measures the behaviour of a consumer at a single point of time 
and is thus, cross sectional in nature. As students of marketing we know that there 
is nothing static in the consumtjr behaviour and moods of customer keep changing 
with the passage of time due to the learning and experience etc. Thus, this change 
in the behaviour of the respondents is very important for the marketers and the 
present study calls for a longitudinal study or a dynamic model to study the 
changes in style of decision making and the consumption pattern of the 
respondents over a period of time. 
• One of the key findings of this study is the confirmation of six decision-making 
styles of Sproles and Kendall's (1986) study and the idenfification of seven new 
factors which are reliable and valid for Jammu and Kashmir and can be further 
tested in different regions with the different respondents to generalize the results. 
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APPENDIX I 
QUESTIONNAIRE (ENGLISH VERSION) 
Dear respondent 
Kindly fill the following questionnaire which would be used for my Ph.D. 
study. The information provided by you will be kept strictly confidential. Your 
cooperation is solicited. 
The following product categories, are being taken for the study: 
Product category 
1. Personal Care Products: (Bathing soaps, shampoo, tooth paste, perfume, 
body lotion, etc.) 
2. Dairy Products: (Milk, butter, curd. Ice creams, etc.) 
3. Beverages: (Tea, coffee, soft cold drinks, etc.) 
4. Detergents: (Detergents cakes, detergent powders, liquids, etc.) 
Kindly respond by giving scores according to the rating scale given below: 
Rating 
Strongly Disagree 
Disagree 
Score 
1 
2 
Rating 
Neither Agree nor 
Disagree 
Agree 
Score 
3 
4 
Rating 
Strongly Agree 
Score 
5 
s. 
No. 
1. 
2. 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
Items 
1 like to purchase well-known brands 
Best selling brands are usually my choice. 
Private brand cannot be equally good vis-a-vis a 
well known brand. 
The more expensive brands are usually my choice. 
1 like to purchase most advertised brands. 
1 have favorite brands which I buy over and over. 
Once 1 find a better brand, 1 adopt it. 
1 do not change the brands regularly. 
Getting the best quality is very important to me. 
1 try to get the perfect choice while purchasing. 
1 give special effort and full time to choose the very 
best quality products. 
A product has to be perfect in order to satisfy me. 
1 really give my purchases much thought and care. 
The lowest price products are usually my choice. 
1 look for products which offer best value for 
money. 
Products 
Personal 
Care 
Products 
Dairy 
Products Beverages Detergents 
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16. 
17. 
18. 
19. 
20. 
21. 
22. 
23. 
24. 
25. 
26. 
27. 
28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
36. 
37. 
38. 
39. 
40. 
41. 
42. 
43. 
44. 
45. 
46. 
47. 
48. 
49. 
50. 
1 prefer to shop from stores where 1 can get a 
bargain. 
I prefer to buy locally manufactured products. 
1 prefer to buy nationally manufactured products. 
1 prefer to buy foreign products. 
Locally manufactured products are high in quality. 
Nationally manufactured products are high in 
quality. 
Foreign products are high in quality. 
1 check for the Date of manufacture of the products 
while making a 
1 check for the expiry date of the products while 
making purchase. 
1 give due consideration to the contents of the 
product while making a purchase. 
1 read the instructions for use on the package before 
purchasing products. 
1 read the warnings on the package of products 
before purchasing. 
1 am attracted by the color of packaging of the 
products. 
1 am attracted by the design of packaging of the 
products. 
Functionality of product packaging influences my 
product purchase. 
Well knov/n retail stores offer the best products. 
I prefer to shop from the stores where the products 
are displayed appropriately. 
Appearance of retail store is important to me. 
1 prefer products which are well advertised. 
I am influenced by the opinions/suggestions of the 
salesperson. 
Word of mouth publicity influences my purchase 
decision. 
1 prefer products which offer promotional schemes. 
1 purchase in bulk to get discount. 
I purchase in bulk to save my time and effort. 
1 purchase in bulk to bargain. 
I prefer to shop from stores where 1 get products on 
credit. 
1 compromise with the price of the product when I 
get products on credit. 
1 compromise with quality when 1 get products on 
credit. 
1 compromise with brand when 1 get products on 
credit. 
1 compromise with store choice when 1 get products 
on credit. 
1 do not plan my purchase before 1 go for shopping 
and do not purchase as per my plan. 
1 am impulsive when purchasing and often repent 
for wrong choices. 
1 do not take the time to shop carefully for best 
buys. 
1 do not carefiilly watch how much I spend. 
There are so many brands to choose from that 1 
often feel confused. 
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51. 
52. 
53. 
Sometimes; it's hard to choose which stores to shop 
from. 
The more I learn about products, the harder it 
seems to choose the best. 
All the information I get on different products 
confuses me. 
Age in years: Below 20 D 
& above • 
Personal Information: 
20-30 D 31-40 D 41 
Profession: Business ^ Self employed El Student D Govt. Servant C 
House wife D Private j ob D 
If any other (please specify) -
Monthly income 
(In rupees): Up to 15000 D 15001-25000 1] 25001-35000 0 
35001-45000 D 45001-55000 0 above 55000 D 
Education: Up to 12"^  U Graduate D Post graduate & above D 
Religion: Muslim D Hindu D Buddhist D Sikh D Christian 
If any other (please mention) - -
Gender: Male D Female • 
Closest Sub cultural affiliation 
Dogra D kashmiri D Ladakhi D Gujjar and Bakrwaal • 
If any other (please specify) 
Thank you for your favor! 
S. Aijaz Ahmad 
Research Scholar, 
Department of Business 
Administration, AMU, Aligarh. 
Mob: 7417217934 
Email: syed_aijaz2002@rediffmail.com 
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APPENDIX II QUESTIONNAIRE (HINDI VERSION) 
•^ j^ HT ^ ^scrr s^ • n W ^ '^^ wipn i smr^ -H^iil'i s tater 11 
1. ftufi viMijVl ^ vJcMK (^ T^FT W J ^ , ^«J, <iTlH«H, ^ T O vic*JI<i, ? l fR C T R R 3t lR) 
3. ^ (^ TFI, ^)Fi5t, ?ftcTcf ^ anft) 
4. ffefe ((^eJIe ^ , f^e^d tjra^, ^ ' ^ 'Kiaf anR) 
^fs^ 
i jft m? ^ aragiffT 
e^-H^Irl 
w k 
1 
2 
^fS^ 
^ 'HSHd sfR ^ ara^jm 
•HSHcl 
W R 
3 
4 
^ f ^ 
' j f f cRF 'H^Hd 
^^^ 
5 
1. 
2 
3. 
4. 
5. 
6. 
7. 
8. 
9. 
10. 
11. 
12. 
13. 
14. 
15. 
16. 
> 17. 
18. 
19. 
20. 
21 
22 
23 
24. 
25. 
26. 
27. 
*s!^^/<^I<wc^ 
A Ri'(-qf^iRici jiiud <)5t yflciHi M>H<^  <t><cii | i 
• H W W tst uTT^  c[T^ ST°S ^ 5IFI: ' T ^ 11 
ftuft SF^, sTIcT SF^ ^ fR? ^OTH ^n^ ^ ; ( r ^ f f '^{^Kf f 1 
j^raROTtWf atfe^ JT^ Jt SFS Tift i R k f i 
A ^Hlll^l* Rslirici ^\"'i ^ «'i l<^l M'H'IJ ^^CIT ^ I 
A W 5ll">5 M'H<1 *>(dl f RH'H*! if ? R - ^ y'Jlcidl 4 l 
X ^ ^R ^ ^ 3 1 ^ ^ ^sftut ^ 1, ^ '^^•^ 3PHT ^ f 1 
^ «IK-«IK 5ll"d -idl <(<ie(dl ^1 
^ifT^ aretfI •yraxiT s ra ^ R ^ »)^  fcnj ^gci ^H^^'J;'! 11 
•afltj^ * *)Hi) fl t 1 ^ R<t)eM Ml-^  * l UiJH <i>•^<^\ 1^1 
^ 'Isl'ilcilfl ^ Mijild <t»i*J ^cll 4 d l ( i aiitd 'J,UNT1I C]|<^ vij^K y|i<1 <»)< 
^scTR ^ w ^ ? t ^ i t r f ^ cnf^ ^ 55f ^H^p; ^>^ ^ i 
^ cnwii ^, am-il <g'Jl<; "R ^^-^ R ^ K ^ ^ t i i s ^'((ii | , | 
<i|tJKU|d<JI -^ idH 'JtriJ ^ vJcMK i ^ M'Hi^  t | 
^ viH VJCMKI' <*)1 4<SIC1I 4,U)1 SIH <t)l ' H W W »i<HJ ^'l 
4 ^3^ ^ ?jpi ^ S#f=n 'RK ?Rt1T f, uIFf ^ ^ff^ «R ^1^1 
*f Wl-fliJ I'^Rd vJi^ l<^1 ^ <d'il<;'1l M>H>; ^ .^=Tr f , l 
^ 'fi'sJlij a p ^ ^ ^'Tlqi i M'H'C^  *<di f 1 
^ R^^fl «liud *1 '!sl•(ll^^l 4'H'<; <t"(dl | l 
•WIHl^ 'h'J <1 HWd -JrtK «J.g ^Id ?1 
^Jiil jll".S 'J i^ '^"WTII ^1'i «j^dl <t) "^Icl ? 1 
R !^(11 !(l"^: 'i-^ liUMTil aff^ Sj^dl "^ Ft^ ? 1 
aflcj^ <^  H i^^ , ^ vjfiJKl' dp\ PiRd R ^ i * ?Jt uiiricii f 1 
W-fl",^ <^  'HHi), ^ vji^ Hiql ^ 'HHifi<1 R ^ l * 'Jit' u lkd l ^1 
y ' f l i i ^ <^  'HHil, A ^3?n^ ^ •HIH'JI tR ra^K * ' id l f l 
H vicMI<il 4n WM •H ^6d H<t>vj1 m \mn]i\ * j-l^?! 4<idl 
A >dt<JI<{1 git «^<;^ <1 MSct ^<i>^ <R ^dW-ft ^ Uddl ^1 
f ^ dtyVl ^'E) dcMi<; ^ (^dvife 
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28. 
29. 
30. 
31. 
32. 
33. 
34. 
35. 
1 36. 
37. 
38. 
1 
39. 
^ v^ c*^ l•;'l• ^ ^liRii'i •}> i>\ ^ 3)i*raci sldi ^ i 
4 VJCMKI ^ ^l<t)|u{'l (^ull^'i ^ 3)l*l^c1 Slcll 1,1 
^^\< ^ ^ <f)t *l4!(fldc1l 55t vlc^K ^ ^ t ^ 'S U'HiRcl g ) ^ 11 
T i f ^ ^ ? ^ i^et^ «f^ df*jK 'SRgci ^ ^ f 1 
5 t l 
<J<>(I «1'< ^ T y^^dl^-CI * I ^ fcHi HScJilul t l 
^ ^^ \i<M\<i\ ^ "RR gi^m f, uff 'Tcft-lffcT fcl5llRc1 Ff 1 
A R(t)di ^ >!PT/^ g3M ^ 5r»nftcT star f i 
Ij'M UMH <t> Sl«; 'I'J * i | M"l'iJ *1 IfHll^tl •Jj'iil 6 1 
<f ^ m-^  ^ ; fell; >M)JS ^ <d^<di | i 
A 3)mi +(*)<[ afk Hiim «iiii^ ^ (cik; ni)* ^ W'jl^di |,i 
40. *[ clIdHld 91-^ ^ IcHi 8 ^ ^ yflcjcll f l 
41. i^ ^3^ ^?et^  % ^ f r a ^ TO? gj^ cTT f , « I5 t 'S^ . ' 'R 3^?<TK ftct 1 
42. A ^<M\<i '^ ^ ^ ^^^^it\<^\ <t>M\ 4 "i«i f ^ w 'R ^Jf^K "^<ii 41 
. „ • • " 
1 43. 
1 
j 44. 
45. 
1 
46. 
47. 
48. 
49. 
50. 
51. 
52 
53 
*! -i^ MK * 'i^ WTii •« •wHaldi <t)Wi 4 \ ! i^ q -mn m •i^\< M\ 41 
^ \ ^ 0 ^ \ t> 
fl JH'I.S i\ >HH*ildl "txidl 4 «|<| q d^S^K m d^:<JI<i Hdl 4 I 
^ ^•i i f5)*(?M qy <lH*fldl <i>M\ 1 ul? ^  '3gR ^ R vJt»JK v\^\ ^ j 
«>ilc;i^ *<.^ utl^ <1 M6c?i i? iJlviHI ^ ^ «Hlcir 41 
i^  3(i^'n 1 ura <£)'i)<;'^  afk «iy: 'idd I5*cq ^H-^ c^ i qji^ iwm ?tar t l 
H W <sl<l<; * Id^; •Hlftlimijtjct) •»HH H^ ddl 4,1 
^ <i l t) t) l- f l i i^ H^ ^iildl f f ^ f idHI ER *f:t cijdid RjiJII 
R * ( ^ <^  fi-n; * 4 5ll"'S ^"li^ ? ( '^H'A fl Uiy: 'illJlcl ^1 ulldl 41 
* ^ «IK ^ lelli ^ ^ ^ l * fS^ 61 ulldl t f ^ f^y^ wl ' i •fl •M'flcJlO *«) 1 
(u^d l^ ^ ^d^K <*> ?T^ ^i -fTKddi 4 rfdHi # ^ « t e ^=ni *fS^ ytfld 
I^W"1 vicm<;l <t>I tfifl •(J;t(H|i] ull q M|id ^•(dl 4 ^S) yim ^-idl 61 
210 
3Trg ( ^ ^) 
20 ^ ^ t ^ 
31-40 
c^<iw^ 
''j^ 
^ 
HiR i * ^cH 
15000ci^ ^ g jq^ 
25001-35000 
45001-55000 
flrarr 
124t ?"^ 
Er4 
^-wm 
f%^  
^ ^ ^ 3 ? ^ (<t>MiJI 
fepr 
g ^ 
Pl*ec1H vdM-'HI'Mifcl* 
^I^Rl 
<!\<m 
\i<ri?l<g • 
^ gJt^ 3R I toWT ^Qv\ii ^ l 
•M\<iK: 
3 
^^ =^^ ^ 
^) 
I 'M 'ii.^HH^ 
20-30 
41 3 ik ^ ^ g jq^ 
pP5?f ^clWd 
'H>;*i'51 4)4^1^ 
^ ^ 3 R I 
(^qifT vderjl-a ^ ) 
15001-25000 
35001-45000 
55001 Sfhf vJ'H'A ^ ^ ^ 
• H i d * 
D 
^ 
^ 
^ 
^i^m 
'J_vrj)'< ail-i ejfbclH 
D 
D 
3TTq^ •U^^\*\ ^ fera EI-^MK 
^ ^ ^ J^^ SIM 3fgiK 
Hl^ll^el- 7417217934 
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APPENDIX IV 
RESULTS OF FACTOR ANALYSIS 
TABLE A-1: RESULT OF FACTOR ANALYSIS 
Test 
Personal 
Care 
Products 
Dairy 
Products Beverages Detergents 
Kaiser -Mayer-Olkin 
Adequacy 
Measure of Sampling .81 .73 .69 .69 
Bartlett's test of Sphericity 1.08 1.66 1.83 1.57 
Variance explained 60.34 62.80 62.08 63.67 
Factor Loadings 
Items 
Personal 
Care 
Product 
s 
Factor Loading 
Dairy 
Products Beverages Detergents 
Brand consciousne:$s (a =.67) (a =.73) (a =.71) (a =.70) 
I like to purchase well-known brands. .60 .53 .45 .52 
Best selling brands are usually my choice. .59 .87 .50 .49 
Private brand cannot be equally good vis-a-vis a well 
known brand. 
.56 .74 .71 .86 
The more expensive brands are usually my choice. .59 .75 .73 .84 
I like to purchase most advertised brands. .57 .87 .54 .61 
Brand Loyalty (a =.70) (a =.67) (a =.70) (a =.66) 
have favorite brands which I buy over and over. .77 .81 .79 .76 
Once I find a better brand, I adopt it. .77 .73 .82 .73 
1 do not change the brands regularly. .60 .60 .58 .62 
Perfectionist, High-Quality Conscious Con.sumer (a =.62) (a =.79) (a =.78) (a =.63) 
Getting the best quality is very important to me. .55 .46 .43 .59 
1 try to get the perfect choice while purchasing. .59 .77 .78 .40 
I give special effort and full time to choose the very 
best quality products. 
.52 .82 .85 .72 
I really give my purchases much thought or care. .49 .78 .79 .69 
A product has to be pierfect in order to satisfy me. .46 .83 .86 .45 
Price/ value conscious Consumer (a =.74) (a =.74) (a =.71) (a =.75) 
The lowest price products are usually my choice. .76 .71 .78 .78 
look for products which offer best value for money. .72 .65 .59 .67 
I prefer to shop from stores where I can get a bargain. .78 .75 .75 .78 
Consciousness with respect to place of origin (a =.76) (a =.73) (a =.69) (a =.77) 
I prefer to buy locally manufactured products. .40 .83 .84 .81 
I prefer to buy nationally manufactured products. .55 .89 .62 .51 
prefer to buy foreign products. .50 .61 .75 .78 
Locally manufactured products are high in quality. .51 .72 .48 .68 
Nationally manufactured products are high in quality. .42 .84 .49 .66 
Foreign products are high in quality. .57 .89 .48 .73 
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Health conscious consumer 
I check for the Date of manufacture of the products 
while making a purchase. 
I check for the expiry date of the products while 
making purchase. 
I give due consideration to the contents of the product 
while making a purchase. 
1 read the instructions for use on the package before 
purchasing products. 
I read the warnings on the package of products before 
purchasing. 
Choice of Product packaging 
I am attracted by the color of packaging of the 
products. 
I am attracted by the design of packaging of the 
products. 
Functionality of product packaging influences my 
product purchase. 
Choice of retailer 
Weil known retail stores offer the best products. 
I prefer to shop from the stores where the products 
are displayed appropriately. 
Appearance of retail store is important to me. 
Influence on choice of promotional measure 
1 prefer products which are well advertised. 
1 am influenced by the opinions/suggestions of the 
salesperson. 
Word of mouth publicity influences my purchase 
decision. 
I prefer products which offer promotional schemes. 
Influence on quantity and frequency of purchase 
I purchase in bulk to get discount. 
I purchase in bulk to save my time and effort. 
I purchase in bulk to bargain. 
Influence on mode of payment 
1 prefer to shop from stores where I get products on 
credit. 
I compromise with the price of the product when I get 
products on credit. 
I compromise with quality when I get products on 
credit. 
I compromise with brand when I get products on 
credit. 
I compromise with store choice when I get products 
on credit. 
Impulsive/Careless Consumer 
I do not plan my purchase before I go for shopping 
and do not purchase as per my plan. 
I am impulsive when purchasing and often repent for 
wrong choices. 
I do not take the time to shop carefully for best buys. 
I do not carefully watch how much I spend. 
Confused by over choice Consumer 
(a =.73) 
.70 
.46 
.74 
.52 
.70 
(a =.87) 
.88 
.77 
.78 
(a =.87) 
.88 
.74 
.87 
(a = 70) 
.57 
.79 
.60 
.79 
(a =.75) 
.75 
.63 
.76 
(a =.73) 
.80 
.76 
.62 
.49 
.65 
(a =.68) 
.53 
.59 
.71 
.76 
(a =.72) 
(a =.68) 
.87 
.61 
.87 
.57 
.80 
(a =.69) 
.46 
.42 
.53 
(a =.75) 
.54 
.53 
.49 
(a =.60) 
.83 
.40 
.82 
.70 
(a =.89) 
.87 
.85 
.74 
(a =.63) 
.61 
.73 
.73 
.51 
.43 
(a =.73) 
.63 
.68 
.74 
.75 
(a =.66) 
(a =.74) 
.74 
.61 
.74 
.52 
.66 
(a =.84) 
.45 
.40 
.45 
(a =.85) 
.88 
.64 
.87 
(a =.71) 
.51 
.54 
.67 
.64 
(a =.86) 
.40 
.43 
.40 
(a =.75) 
.90 
.87 
.85 
.76 
.71 
(a =.70) 
.46 
.71 
.74 
.74 
(a =.73) 
(a =.73) 
.90 
.75 
.88 
.80 
.70 
(a =.78) 
.55 
.40 
.54 
(a =.73) 
.84 
.55 
.82 
(a =.67) 
.79 
.79 
.60 
.57 
(a =.70) 
.41 
.40 
.41 
(a =.71) 
.85 
.91 
.84 
.77 
.76 
(a =.74) 
.67 
.60 
.73 
.77 
(a =.74) 
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There are so many brands to choose from that I often 
feel confused. 
Sometimes it's hard to choose which stores to shop 
from. 
The more I learn about products, the harder it seems 
to choose the best. 
All the information I get on different products 
confuses me. 
.60 
.81 
.58 
.80 
.72 
.64 
.64 
.62 
.74 
.79 
.68 
.72 
.77 
.73 
.71 
.72 
*The values in the parenthesis represent reliability (a). 
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APPENDIX V 
TABLE A-2: DEMOGRAPHIC PROFILE OF RESPONDENTS 
Region 
Religion 
Gender 
Age 
Profession 
Education 
Income 
Frequency 
Jammu 
Kashmir 
Ladakh 
Gujjars 
Total 
Muslim 
Hindu 
Others 
Total 
Male 
Female 
Total 
Below20 
20-30 
31-40 
Above 40 
Total 
Business 
Students 
Govt. Servant 
House Wife 
Private Job 
Total 
UPTO 12'" 
Graduation 
PG and Above 
Total 
Up to 15000 
15001-25000 
25001-3500 
35001-45000 
Total 
Frequency 
179 
198 
52 
54 
483 
268 
125 
90 
483 
243 
240 
483 
105 
134 
127 
117 
483 
55 
142 
145 
67 
74 
483 
111 
228 
144 
483 
248 
104 
95 
36 
483 
Percent 
37.1 
41.0 
10.8 
11.2 
100.0 
55.5 
25.9 
18.6 
100.0 
50.3 
49.7 
100.0 
21.7 
27.7 
26.3 
24.2 
100.0 
11.4 
29.4 
30.0 
13.9 
15.3 
100.0 
23 
47.2 
29.8 
100.0 
51.3 
21.5 
19.7 
7.5 
100.0 
Cumulative 
% 
37.1 
78.1 
88.8 
100.0 
55.5 
81.4 
100.00 
50.3 
100.0 
21.7 
49.5 
75.8 
100.0 
11.4 
40.8 
70.8 
84.7 
100.0 
23.0 
70.2 
100.0 
51.3 
72.9 
92.5 
100.0 
219 
APPENDIX VI 
DETAILED ANALYSIS 
Table A-3: Mean Values for Place of Origin of Product across Regions and 
Religions for All Four Products 
I prefer to buy locally manufactured products 
Product 
Personal 
care 
Dairy 
Beverages 
Detergent;! 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.17 
3.01 
3.13 
2.80 
Kashmir 
3.03 
4.45 
2.75 
2.40 
Ladakh 
3.31 
3.99 
3.13 
3.36 
Gujiar 
2.80 
4.33 
2.55 
2.15 
Religion 
Muslim 
4.14 
4.46 
3.89 
3.74 
Hindu 
3.99 
2.74 
3.03 
2.64 
Others 
3.87 
3.11 
2.63 
3.35 
I prefer to buy nationally manufactured products 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents; 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.46 
3.61 
4.17 
4.00 
Kashmir 
4.39 
3.68 
4.06 
3.94 
Ladakh 
2.93 
3.01 
2.57 
2.90 
Gujiar 
2.44 
3.48 
2.07 
1.75 
Religion 
Muslim 
3.51 
3.77 
2.54 
2.56 
Hindu 
4.32 
4.25 
4.28 
3.75 
Others 
3.52 
3.56 
3.87 
2.83 
I prefer to buy foreign products 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.41 
3.38 
3.03 
2.83 
Kashmir 
4.30 
3.37 
2.95 
2.48 
Ladakh 
2.75 
1.95 
2.09 
1.82 
Gujjar 
1.96 
2.48 
1.61 
1.65 
Religion 
Muslim 
2.94 
2.96 
2.32 
1.95 
Hindu 
4.07 
3.28 
3.10 
3.02 
Others 
3.02 
2.76 
2.68 
2.03 
Locally manufactured products are high in quality 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.13 
3.05 
3.06 
2.76 
Kashmir 
2.98 
4.42 
2.87 
2.45 
Ladakh 
3.33 
3.95 
3.13 
3.29 
Gujjar 
2.84 
4.28 
2.51 
2.10 
Nationally manufactured products are hig 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.5 
3.58 
4.12 
3.97 
Kashmir 
4.32 
3.52 
3.99 
3.87 
Ladakh 
2.90 
2.98 
2.55 
2.87 
Gujjar 
2.44 
3.28 
2.07 
1.72 
Religion 
Muslim 
4,08 
4.36 
3.97 
3.69 
Hindu 
4.04 
2.81 
3.07 
2.62 
Others 
3.88 
3.01 
2.64 
3.41 
1 in quality 
Religion 
Muslim 
3.54 
3.56 
2.62 
2.53 
Hindu 
4.25 
4.23 
4.25 
3.76 
Others 
3.39 
3.40 
3.78 
2.62 
Foreign products are high in quality 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.39 
3.27 
2.99 
2.84 
Kashmir 
4.38 
3.39 
2.90 
251 
Ladakh 
2.75 
2.08 
2.25 
1.86 
Gujjar 
2.04 
2.43 
1.57 
1.70 
Religion 
Muslim 
3.00 
2.86 
2.48 
1.99 
Hindu 
4.23 
3.18 
3.12 
3.36 
Others 
3.02 
2.68 
2.63 
2.07 
220 
Table A-4: Mean Values for Packaging Consciousness across Regions and 
Religions for All Four Products 
I am attracted by the color of packaging of the products 
Product 
Personal 
care 
Dairy 
Beveragi^s 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.73 
2.92 
3.16 
3.67 
Kashmir 
3.82 
2.86 
3.37 
3.64 
Ladakh 
2.92 
2 
2.14 
2.59 
I am attracted by the design of pac 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Gujjar 
2.00 
1.2 
1.44 
1.51 
Religion 
Muslim 
3.90 
2.63 
2.98 
3.22 
Hindu 
3.81 
2.79 
3.28 
3.01 
Others 
3.02 
2.15 
2.71 
2.86 
iaging of the products 
Region 
Mean 
Mean 
Mean 
Mean 
Functiona 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Jammu 
4.14 
3.01 
3.76 
3.87 
Kashmir 
3.71 
2.65 
3.07 
3.40 
Ladakh 
3.12 
2.26 
2.56 
2.84 
Gujjar 
2,40 
1.6 
1.82 
1.71 
Religion 
Muslim 
3.47 
2.42 
2.56 
3.01 
Hindu 
4,01 
3.04 
3.52 
4.01 
Others 
3.61 
2.75 
2.96 
3.46 
lity of product packaging influences my product purchase 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.20 
3.08 
3.47 
4.07 
Kashmir 
3.67 
2.44 
2.77 
3.16 
Ladakh 
2.72 
2.13 
2.34 
2.34 
Gujjar 
2.20 
1.40 
1.62 
1.96 
Religion 
Muslim 
3.03 
2.22 
2.77 
2.81 
Hindu 
4.20 
3.29 
3.74 
4.20 
Others 
3.42 
2.45 
2.85 
3.15 
Table A-5: Mean Values for Choice of Retailer across Regions and Religions for 
All Four Products 
Well known retail stores offer the best products 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.87 
3.45 
3.18 
2.96 
Kashmir 
4.33 
3.50 
4.00 
3.90 
Ladakh 
3.40 
2.15 
2.93 
3.40 
Gujjar 
3.00 
2.09 
2.61 
2.45 
Religion 
Muslim 
3.57 
2.52 
3.33 
3.32 
Hindu 
4.15 
3.53 
3.72 
3.47 
Others 
3.74 
2.91 
3.37 
3.66 
I prefer to shop from the stores where the products are displayed appropriately 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.17 
2.88 
3.65 
3.30 
Kashmir 
3.83 
3.17 
3.39 
3.58 
Ladakh 
3.95 
2.85 
3.90 
3.50 
Gujjar 
2.75 
1.79 
1.76 
2.27 
Religion 
Muslim 
4.00 
3.14 
3.15 
3.63 
Hindu 
3.90 
4.00 
3.61 
3.52 
Others 
4.10 
3.10 
3.46 
3.21 
Appearance of retail store is important to me 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Plegion 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.01 
4.02 
3.98 
4.00 
Kashmir 
4.10 
2.86 
3.69 
3.78 
Ladakh 
3.63 
2.50 
3.67 
3.46 
Gujjar 
2.86 
1.50 
2.12 
2.00 
Religion 
Muslim 
3.79 
2.86 
3.55 
3.10 
Hindu 
4.05 
3.06 
3.79 
3.72 
Others 
3.90 
3.02 
3.67 
3.48 
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Table A-6: Mean Values for Promotion Consciousness across Regions and 
Religions for All Four Products 
Product 
Personal 
care 
Dairy 
Beveraf;es 
Detergents 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
I prefer products which are well advertised 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.13 
3.67 
4.06 
3.81 
Kashmir 
3.71 
2.82 
4.19 
4,01 
Ladakh 
2.51 
1.99 
2.58 
2.34 
Gujjar 
1.68 
1.32 
1.72 
1.77 
Religion 
Muslim 
2.70 
2 
2.43 
3.47 
Hindu 
4.42 
4.16 
I am influenced by the opinions/suggestions of the salesperson 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.11 
2.62 
3.92 
3,85 
Kashmir 
3.65 
2.67 
3.98 
3.61 
Ladakh 
3.28 
2.28 
2.70 
2.91 
Gujjar 
2.85 
1.40 
2.42 
2.00 
Religion 
Muslim 
3.93 
2.65 
3.39 
2.49 
Hindu 
4.13 
3.00 
Word of mouth publicity influences my purchase decision 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4.07 
2.85 
4.14 
3.81 
Kashmir 
3.79 
2.71 
4.00 
3.85 
Ladakh 
3.00 
1.99 
3.34 
2.48 
Gujjar 
1.80 
1.42 
1.68 
1.12 
Religion 
Muslim 
3 
2.25 
3.47 
2.98 
Hindu 
3.90 
3.35 
I prefer products which offer promotional schemes 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
4 
3.44 
3.90 
3.73 
Kashmir 
3.70 
2.70 
3.92 
3.73 
Ladakh 
3.59 
2.36 
3.43 
3.51 
Gujjar 
3.37 
1.50 
3.51 
4.05 
Religion 
Muslim 
4.32 
2.98 
4.38 
4.16 
Hindu 
3.62 
2.19 
Others 
2.52 
2.02 
2.80 
2.74 
Others 
3.73 
2.70 
3.55 
3.61 
Others 
3.50 
2.48 
3.41 
3.00 
Others 
4.46 
3.05 
4.20 
4.16 
Table A-7: Mean Values for Quantity of Purchase across Regions and Religions 
for All Four Products 
I purchase in bulk to get discount 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.55 
3.86 
3.28 
3.30 
Kashmir 
3.55 
3.94 
3.77 
4.07 
Ladakh 
3.25 
2.88 
2.64 
2.83 
Gujjar 
2.38 
2.46 
1.53 
1.78 
Religion 
Muslim 
3.80 
4.05 
3.63 
3.93 
Hindu 
3.42 
3.53 
3.13 
3.39 
Others 
3.72 
3.87 
3.21 
3.65 
I purchase in bulk to save my time and effort 
Product 
I 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.90 
3.38 
3.00 
3.80 
Kashmir 
3.66 
3.51 
3.17 
3.53 
Ladakh 
2.84 
2.62 
2.26 
2.00 
Gujjar 
1.80 
1.98 
1.13 
1.16 
Religion 
Muslim 
2.60 
2.47 
1.92 
2.22 
Hindu 
4.08 
3.98 
4.17 
4.21 
Others 
3.27 
2.86 
2.16 
2.47 
I purchase in bulk to bargain 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
FUgion 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.06 
3.29 
2.87 
3.02 
Kaishmir 
3.95 
3.72 
3.47 
3.76 
Ladakh 
2.53 
3.12 
2.37 
2.95 
Gujjar 
2.18 
2,28 
1.31 
1.46 
Religion 
Muslim 
3.53 
3,45 
3.21 
3.49 
Hindu 
3.07 
3.07 
2.16 
2.79 
Others 
3.15 
3.41 
3.12 
3.21 
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Table A-8: Mean Values for Choice of Mode of Payment across Regions and 
Religions for All Four Products 
I prefer to shop from stores where I get products on credit 
Product 
Personal 
care 
Dairy 
Beverafjes 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
2.54 
2.21 
2.32 
2.24 
Kashmir 
3.35 
2.22 
2.28 
2.33 
Ladakh 
3.76 
3.00 
3.80 
3.15 
Gujjar 
4.05 
3.85 
4.20 
3.15 
Religion 
Muslim 
3.67 
2.66 
2.87 
2.74 
Hindu 
2.66 
1.89 
2.39 
2.51 
Others 
2.85 
2.41 
2.78 
2.40 
I compromise with the price of the product when I get products on credit 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.15 
3.18 
3.05 
3.48 
Kashmir 
3.55 
3.75 
4.21 
3.94 
Ladakh 
3.84 
3.30 
3.50 
3.23 
Gujjar 
4.27 
4.53 
4.15 
4.00 
Religion 
Muslim 
3.80 
2.96 
2.86 
2.72 
Hindu 
2.51 
2.08 
2.05 
2.33 
Others 
3.31 
2.63 
2.43 
2.33 
I compromise with quality when I get products on credit 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
2.75 
2.11 
2.68 
2.07 
Kashmir 
2.20 
2.11 
2.14 
2.30 
Ladakh 
3.46 
3.53 
3.80 
3.38 
Gujjar 
4.42 
4.10 
3.98 
3.97 
Religion 
Muslim 
2.89 
2.88 
2.76 
2.98 
Hindu 
2.48 
2.11 
1.96 
2.36 
Others 
2.41 
2.46 
2.44 
2.28 
I compromise with brand when I get products on credit 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
2.86 
2.15 
2.16 
2.06 
Kashmir 
3.47 
2.41 
2.29 
2.50 
Ladakh 
3.59 
3.67 
3.03 
3.80 
Gujjar 
4.27 
3.72 
4.05 
4.12 
Religion 
Muslim 
3.55 
3.74 
3.96 
3.86 
Hindu 
3.37 
3.13 
3.11 
2.56 
Others 
3.43 
3.21 
3.51 
3.74 
I compromise with store choice when I get products on credit 
Product 
Personal 
care 
Dairy 
Beverages 
Detergents 
Region 
Mean 
Mean 
Mean 
Mean 
Jammu 
3.48 
3.39 
3.14 
3.60 
Kashmir 
3.51 
3.73 
4.06 
3.92 
Ladakh 
3.69 
3.57 
3.07 
3.84 
Gujjar 
4.18 
3.66 
3.87 
4.07 
Religion 
Muslim 
3.77 
3.77 
4.03 
3.79 
Hindu 
3.04 
3.27 
3.27 
3.48 
Others 
3.35 
3.3 
3.58 
3.60 
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